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/ATCH LLUSTRATED 


World-famous photographers 
are busy for “Illustrated.” 


They are creating new historic 
picture-stories that will de- 
light and interest all Britain. 


Behind this activity is the 
go-ahead policy which, relying 
on sheer editorial quality and 
value alone, gives “Illustrated” 


its weekly net sale of over 
1,000,000 effective readers. 
Watch “Illustrated”’! 


The paper that's 
going ahead 
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Paragon Works, Enfield, Middx. 


Tel : Howard 1651 ACME 


TO THE 


LETTERS 


EDITOR 


Direct Mail Moves 
With The Times 


Sir,—Surely Mr. M. T. Hull 
(June 14) is somewhat behind the 
times in his views on direct ad- 
vertising? 

Direct advertising has made 
enormous strides in the last 30 
years, and to-day the use of 
selected names and addresses is 
as much, if not more, the rule 
than the exception. I am speaking 
of regular users and not new- 
comers in the field of direct ad- 
vertising, but even in their case 
no reputable direct mail agency 
would allow them to use a list, 
holus bolus, if there was any pos- 
sibility of providing them with 
a selected list which would pro- 
duce maximum results at mini- 
mum cost. 

In my view direct mail came 
to the cross roads many years 
ago, crossed them successfully 
and to a very great extent in the 
right direction. 

There is always room for im- 
provement, but the scientific use 
of direct mail advertising never 
stood so high as it does to-day 
because its exponents have over 
many years realised its poten- 
tialities and have moved with the 
times in the right direction. 


HUGH BOURNE, 

Managing Director, 

Chadwick-Latz Ltd. 
Dyott Street, W.C.1. 


The Basis Of Sound 


Agreements 


Sirn—In reply to Mr. T. W. 
Hancox (June 21) I would point 
out that the basis of all sound 
agreements is not necessarily 
equity. Sir William Anson laid 
down the following general rules 
as to “consideration.” 

1. It is necessary to the validity 
of every contract not under seal. 

2. It need not be adequate to 


the promise, but must be of some 
value in the eyes of the law. 

3. It must be legal. 

4. It must not be past. 

The second rule precludes any 
idea of equity although it may, 
of course, exist. 

Mr. Hancox jis floundering out 
of his depth when he talks of 
“watertight” contracts. If such an 
expression is permissible it is the 
“watertightness” of advertising 
agents’ contracts with publishers 
that has been the bone of con- 


tention. 
W. H. GOODCHILD. 
114-115 Holborn, E.C.1. 


Postal Course For 
Diploma 


Sir,—I wish to record my ap- 
proval of the article suggesting 
a postal course for the diploma 
of the Advertising Association. 

I feel that it would bind both 
junior and administrative staff to 
the ;higher executives. This 
creates co-operation and enthusi- 
asm, in other words, teamwork. 

In addition it will make an 
added incentive to reach the top 


of the profession, which is so 
essential in these days of the 
“Couldn’t care less” attitude. 
H. DEARDEN, 
Publicity Manager, 
Runbaken Electrical Products. 
Manchester. 


Brickbat— 

Sir,—Mr. Stuart Lewis com- 
ments on a poster for Murphy 
television and on one for Worth- 
ing. He praises the first and 
knocks the latter yet, mutatis 
mutandis, his criticisms are inter- 
changeable, the Murphy poster 
being suitable for “Murphy—or 
English Electric or Ferguson” and 
the Worthing poster a simple but 
excellent way of saying “family 
holidays.” 

I have carried out research 
amongst my friends and the im- 
pact of the cheeky, happy, bonny 
babe of the Worthing poster is 
very much greater than the 
meaningless design of the Murphy 
poster. [I did not know what this 
was meant to represent until Mr. 
Lewis explained.] 

It is such unthinking criticism 
that makes advertisers regard 


Twenty-Five Years Ago 


July, 1926 


A plea for teamwork between 
firms which could band them- 
selves together for the purpose 
of attacking an export market, 
was made by the Parliamentary 
Secretary to the Department of 
Overseas Trade. 

* * * 

Mr. C. A. Pfister, a director of 
the Continental Daily Mail, and 
head of the advertisement depart- 
ment of that paper, died. 

” « *” 


A record profit of £115,537 
was announced by George 
Newnes Ltd. 

* * * 

Following the recent general 
strike a national campaign giving 
facts on coal was launched to 
educate both the miner and the 
layman. 

* * * 
Delegates returned from the 


International Advertising Conven- 
tion in Philadelphia full of praise 
for its cugneiention and speseseen. 


Sir Andrew Caird, managing 
director, Associated Newspapers 
Ltd., celebrated 25 years with the 
Daily Mail. 

* * * 

The Daily Express was experi- 

menting wih two-colowr praise. 


A campaign for Empire Trade 
was being prepared. 
* - 


Advertising began for a new 
State Express line—‘333” cigar- 
ettes. 

- * 


An Act permitting the Post- 
master General to stamp commer- 
cia] advertisements on _ postal 
matter was described by a writer 
in ADVERTISER’S WEEKLY as 
“so outrageous as to be stagger- 
ing in its bare-faced audacity.” 


“publicity experts” very waril 
1 would say that the reason agent 
are employed is not for the valu 
of their advice but for the valu@@ 
of their services. 

NORMAN T. SHEPHER 
23 Perran Road, S.W.2. 


—Bouquet 


Sir,—The article by Stuar 
Lewis (June 21) had the merit o 
being outspoken. 

Mention was that some reader 
would probably see the writer a 
“a chap with bobbed hair and 
velvet suit.” 

Well here is one who doesn’t 
I, personally, am in full agree 
ment with his views, and hope td 
see many more such articles o 
outdoor advertising. 

D. FLASHMAN 
31 Thurlow Park Road, 
W. Dulwich, S.E.21. 


Heartening Hint 
Str,—More news would be wel 


come about attempts to persuadq 
organised advertising to “sell” 


itself. The reference in “To 
morrow’s Topics” (June 14) wa 
more than heartening to me an 
to many others who have studied 
the question in some detail. 
“Should advertising publicise 
itself?” was given as one of the 
subjects in the recent essay com 
petition held by the Regent Ad 
vertising Club. Judging by the 
number of entrants, our industr 
is not lacking in far-sighte 
people who would give whole 
hearted support to organised o 
independent action in a venture 
of this kind. 
DENNIS W. SAUNDERS 
Advertising Dept., Tyre Group 
Dunlop Rubber Co., Ltd 


The annual report and state 
ment of accounts of the Irish 


profit of £22,788. 


IORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
The home of DEAS for neatly half a 


i ar : ; ote Et > | 2 > ee — er a eM seis - i 
. ADVERTISER'S WEEKLY i June 28, 1951 nn 
f 2, = ys i 
it fl thats 516 ‘ 
: . ge yf 
; host “as ony ra 
ie SH 0 a i TT D | 5 a 
= ACME A A ACME uA 
ik ; SHOWCARD & SIGN CO. LTD. tr oa SHOWCARD & SIGN CO. LTC 
.d Paragon Works, Enfield, Middl 
, ee ACME Tel: Howard 1651 i 
Se ‘ % 
ne | ala ae 
: | | — P| % 
; | Lg 
ae : ie 
i: aomaianstoesones : 
Jie —— . 
- * Press Ltd. for the year ended Cs 
ihe December 31 last showed a net 2 
Rs ae ” 
Oe anal a ee 
he 
a $e ae HEAS - IDES re 
A ots 3 ~ <3 
: (9) IDERS - 1DERS a ' _ 
iy —— me 
4 : 
‘ ie 7 . 5 ne ee ee ae 


LET’S BE 
BUSINESSLIKE 
ABOUT 
BEAUTY 


Woman and Beauty... two words embracing a 
multitude of feminine interests. WOMAN AND BEAUTY 
+. .one advertising medium through which you reach 
them all. Buyers of fashion houses, stores and whole- 
sale businesses rely on WOMAN AND BEAUTY, as a 
guide to the fastest selling merchandise. It is read 
by the smarter woman, married or single—whatever 
her age, whatever her income group. It is read 
in the sales-promoting atmosphere of the home. 


An A.P. PUBLICATION - PAGE RATE £150: PRICE 1/3 MONTHLY 


A W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTO. THE FLEETWAY HOUSF, LONDON, E.C4 
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: Dual 


Personality 


Above, Mr. Smith, director of a firm of 


builders whose name and fame is national : 


below, Mr. Smith, quite prominent (locally) for his 
knowledge of amateur theatricals. 


Both Mr. Smiths are the same Mr. Smith — 


and Mr. Smith, like so many leaders with an 


industrial empire to guide and an absorbing spare- 


time hobby, relies on “ The Listener” to keep his 


outlook catholic and his intelligence keen. 


You can meet both Mr. Smiths through the pages 


. ee | . . 
of * The Listener”. The amateur impressario 
is a well-to-do citizen who wants the best for 


himself, his family and his home: as one of the 


leaders of the building industry he is a buyer on 
a princely scale in a market that ranves from 


nails to excavators. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, 
B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


Higham Advertising 
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Erring Agencies Rebuked By Campaigners 


BUT PRESS WINS PRAISE OF RETAIL 
TRADING-STANDARDS ASSOCIATION 


— that a few advertising agencies are very far 
from particular about their copy and show “considerable 
ingenuity in stating the glamorous half-truth” is made in the 
annual report of the chairman, Ronald S. Schofield, to be pre- 


For Truth In Advertising | 


sented at the annual meeting of 
the Retail Trading-Standards 
Association on July 12. 


Mr. Schofield states that the 
Association had initiated certain 
prosecutions in the Courts be- 
cause of “the dangerous increase 
in the number of flagrantly ir- 
responsible mail order advertise- 
ments.” The results of the first 
three prosecutions, at the end of 
1950, had been effective on other 
mail order traders in the London 
area. * 

“Although it cannot be said 
that inaccurate small advertise- 
ments have entirely disappeared 
from the columns of London 
newspapers,” the report con- 
tinues, “their numbers have been 
greatly reduced, and are being 
still further reduced by periodical 
warnings from the Association.” 

Good Faith 

An appeal to larger store mem- 
bers to increase their annual 
subscriptions in order to offset 
the Association’s heavy additional 
expenses, because of legal actions, 
had won a gratifying response. A 
number of other associations had 
also offered financial support 
quite spontaneously. 

The report pays tribute to the 
spirit in which the Press co- 
operates to check irresponsible 
advertising. It states: 

“The advertisement manager of 
a daily or weekly newspaper is 
called upon to handle a great 
bulk of advertising matter, offer- 
ing to the public a huge and intri- 
cate variety of merchandise. The 
advertisement manager is bound 
to rely very largely upon the 
good faith of the advertiser or 
his agent to ensure that only fair 
and accurate descriptions of con- 


sumer goods appear in his par- 
ticular newspaper. 

“The efforts made by news- 
papers to uphold the best stan- 
dards of advertising are quite ex- 
ceptional, but there is always a 
smal] minority of would-be ad- 
vertisers Who go to extremes in 
order to slip undesirable copy 
past the watchful eye of the news- 
paper advertisement manager and 
his staff. 

“The successful prosecutions 
by the Association have un- 
doubtedly been of help to the 
newspapers generally, not only in 
indicating that undesirable copy 
gets into their columns, but also 
in refuting the persistent assur- 
ances of certain types of retail 
advertisers that trade custom now 
permits an article to be described 
to indicate what it looks like 
rather than what it is made of. 

“Some advertisement managers 
have sent to us the actual goods 
it has been proposed to advertise 
and have asked the Association's 
advice on the accuracy of the 

@ Continued on page 607 
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The Face That Launched 
A £100,000 Campaign 


The “Picture Post’ Picture Girl-being welcomed aboard H.M. Destroyer 


“Zephyr” at Blackpool. 


Holiday-makers are challenged to recognise 


her in the first phase of a £100,000 sales drive handled by Colman, 
Prentis & Varley Lid. 


More Pay For Print Workers 


Printing workers in England, 
Scotland and Wales will get cost- 
of-living increases of 10s. (men) 
and 7s. 6d. (women) on their first 
pay day in July as the result of 
national wages plan agreements. 

The agreements provide for a 
flat bonus of 1s. per week for 
men and 9d. for women for each 
point rise in the Cost of Living 


Index range above 114—the figure 
for November 1950 when the first 
agreement was made. If the 
Index changes, further adjust- 
ments will be made each January 
and July on the basis of the Index 
figures for November and May 
respectively. The figure for May 
1951, on which the present in- 
crease is based, was 124. 


pa 4 ivertiser's Announcement 


But he was a reasonable man— 


of penetration. 


pretty dark when I made a most ho} 
discovery—the official journal of the 
National Association of Local Government Officers— 
Local Government Service. The first thing that took my 
eye was the page rate—{£ 130, working out on a circu- 


Local Government Organ offers complete 
coverage of official Purchasing Officers 


Lt WEEK a client I know only too well, cut his 

appropriation. It didn’t shock me, rather it shook 
me. I had just completed a new schedule for 1951-52. 
he wanted to reduce his 
expenditure and still maintain his level 
i Things were looking 


SPOTLIGHT on SPACE 
‘ul by Mediaman 


lation of 227,500 at 11s. per 1,000. (Circ. rising by over 
2,000 per month.) I found that L.G.S. is the only pub- 
lication of its kind that reaches all grades of govern- 
ment purchaser, both official and otherwise. It was 
perfect for my paint account. 
for any building, engineering, office or 
educational suppliers or service. 
its 70°% male readership offers a useful 
market for men’s wear and accessories, too. Anyhow, 
the full details can be had from Reginald Harris Publi- 
cations, Ltd. 12 Stanhope Row, W.1. Phone Gro 3879. 


In fact, 
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ADVERTISER’S WEEKLY 


House Full 


for the 
Conference 


EGISTRATIONS for the International Advertising Conference 
have now passed the 2,500 mark. 

On Tuesday the list for registrations was closed. If the organisers 
find it possible to re-open the list later, those who submitted applica- 
tions after Tuesday will be advised. 

Saturday will be “closing day” so far as home delegates are con- 
cerned for all social functions excluding business luncheons and 
Hurlingham. 

Home delegates who have not yet returned their folders showing 
which events they want to attend, should note the Saturday “deadline.” 

The Conference organisation announces that it cannot accept further 
applications for tickets for the banquet until the needs of overseas 
delegates are known. It has been intended all along that overseas 
visitors should have priority for this event. 


HURLINGHAM 
TICKETS ARE ‘A.W.’ SPECIAL 
ISSUES 


GOING WELL 
To Tell The Whole 


Nearly half the available 
Conference Story 


tickets have been sold already for 

the Midnight Ball and Starlight 

Garden Party at Hurlingham, 

which event will be one of the Arrangements have now 
been completed for a better- 
than-ever coverage by “Adver- 
tiser’s Weekly” of the Inter- 


special Conference 
issues will be on sale at the 
usual newsagents, as well as 
at the Conference hall. 

Copies of all the special 
issues will be sent to all 
regular subscribers. 


social high spots of the Inter- 
national Advertising Conference. 

Those who have arranged to 
attend other functions can arrive national Advertising Confer- 
at IL p.m. and still see most of ence in London. 
the features, including the fire- Two special, extra issues 
work display. will be published, the first on 

A fleet of coaches and buses Tuesday, July 10. The second 
will leave selected rendezvous extra issue will now appear 
including Charing Cross, Victoria, on Friday, July 13, last day 
the Welcome Club, Aldwych, and of the’ Conference. It will 
Marble Arch about 8.30 p.m. to provide complete, up-to-the- 
convey delegates direct to the minute reports and pictures of 
Hurlingham Club, and hope to Conference sessions and 
return to the same places at events of the previous day, 
2.30 a.m. and will be on sale to delegates 

Parking facilities for nearly as they leave the closing 
1,000 cars have been arranged in session at mid-day on Friday. 
the Hurlingham grounds. A plan Here’ are the publishing 
of the main roads leading there dates of the five “Advertiser's 
is printed on the reverse of the Weekly” special Conference 
tickets. issues: Thursday, July 5 

The organisers are still looking (Welcome Number), Tuesday, 
for a sponsor for the midnight July 10 (opening scenes), 
surprise feature, which will be Thursday, July 12 (mid- 
brought from a popular holiday Conference reports), Friday, 
resort in the north that evening. July 13 (final reports), Thurs- 
The cast of 30, together with day July 19 (Conference 
their equipment, has to return 200 review). 
miles the same morning in time All 
for their next performance. 

Speedy application for tickets 
(either to the Advertising Asso- 
ciation or to the secretary of the 
Fleet Street Column Club) is ad- 
vised for advertising people who 
intend making up parties. 

CONFERENCE CAMEOS 

A lunchtime reunion at The Conference Press Relations 
Claridges on July 10 is planned Committee is to issue a 4-page 
for delegates who attended the “Stop Press” bulletin giving brief 
1924 Wembley Advertising Con- notes on the preceding day's pro- 
vention. C. Harold Vernon and = gramme, together with the day’s 
Andrew Milne, chairman and _— events. 
secretary respectively of the 1924 * * * 
Convention, will be arranging for The Conference Resolution will 
invitations to delegates who _ be drafted by a special committee 
qualify and who express a wish including the chairman of the 
to attend. programme committee, rappor- 

* * * teurs, and representatives of the 

Bovril are erecting a“soup bar” larger delegations from overseas. 
at Hurlingham to speed departing The Resolution will be in dele- 
merry-makers with early morning gates’ hands in draft form first 
hot drinks. thing on the Friday morning. 


$76 


Opinion (1)... . 


An American 
Airs His Views 


Important delegates are now 
arriving for the Conference. One 
of the big names in American 
advertising is C. King Wood- 
bridge, president of the Dicta- 
phone Corporation. 

Mr. Woodbridge was president 
of the Advertising Club of New 
York in 1924, the year of the 
International 
Advertising 
Convention 
in Britain. 

In a can- 
did talk with 
ADVER- 


views on a 
number of 
outstanding 
topics. 

The aboli- 
tion of resale 
price main- C. K. Woodbridge 
tenance 
should benefit advertising. “My 
opinion is that it. will tend to 
make advertising more forceful.” 
He approved the Government's 
decision. “I am ‘agin regula- 
tions’,” he said. : 

Asked about the effect of tele- 
vision advertising on newspaper 
advertising in the States, he said 
that Dictaphone, after trying T.V. 
advertising in the metropolitan 
area, had decided to discontinue 
it. Magazines and some news- 
papers are Dictaphone’s main 
media. 

Regarding the programme of 
the International Advertising 
Conference, Mr. Woodbridge 
said that he would have liked to 
see national groups put on dis- 
plays showing their interpretation 
and practice in domestic and 
foreign advertising. 

“We would thus have secured 
a first-hand knowledge of their 
ideas and methods, which might 
have been useful in our own ap- 
plication,” he said. 

He would have liked such a 
display to be in the open air 
“where people could see it.” 
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.. + Opinion (2)}—- 


Bashing For 


British Railways public rela- 
tions and advertising were criti- 
cised by Mr. W. F. Deedes, M.P. 
for Ashford. in the House of 
Commons on Friday. 

Referring to the different public 
relations set-up for each of the 
Executives under the Commission, 
he said that if they were to have 
an integrated system of transport 
it would be well if public rela- 
tions and advertising were ordered 
accordingly. 

“Recent advertising by the 
Railway Executive,” he said, “has 
not been calculated to inspire 
much confidence or public 
sympathy.” The railways had 
much to learn from London 
Transport which provided “a most 
excellent example of constructive 
advertising.” 

A recent instance was the ad- 
vertising which incorporated two 
“preposterous figures called ‘Biff 
and ‘Buff?’ who advertised the 
summer time-tables until the day 
on which the summer-time tables 
were cancelled.” 

He was surprised that when 
“Biff's” bluff had been called, 
“Biff” and “Buff” did not retire 
from the game. The public were 
tired of “Biff” and “Buff” and 
never wanted to see them again. 

In reply the Minister of Trans- 
port (Mr. Alfred Barnes) said 
that, as a Minister, he should not 
accept any responsibility for any 
particular advertising stunt of any 
advertising manager or personnel 
from time to time. 

“I think that any professional! 
advertising man, whether in a rail- 
way office or any other office, 
must have his advertising plan 
or method judged ultimately by 
the public and it will either add 
to his prestige or not, as the case 
may be,” he added. 


..-.. and (Bad) Opinion (3)... . 
Lord Samuel On Outdoor Ads. 


Viscount Samuel, at the annual 
dinner of the Town Planning 
Institute, urged architects to 
stimulate public opinion, and 
encourage action by public 
authorities against “a source of 
continuous vulgarisation and 
degradation of our cities—the 
intrusion of commercial adver- 
tisements.” 

Quoting as an_ example, 
Trafalgar Square, which, he said 
should be venerated as “a great 
national shrine,” Viscount 
Samuel commented on the “enor- 
mous advertisements, brilliantly 
illuminated at night, of gin and 
whisky, patent medicines and 
cigarettes.” 


He said that when he asked a 
question in the House of Lords 
about it, he was told that a great 
many people liked it very much 
and it was not really necessary 
to take special notice. 

“If posterity looks at the photo- 
graphs of London of to-day and 
sees, in all sorts of wrong places 
—I don’t object, say, to Piccadilly 
Circus which is devoted to that 
kind of thing—but sees, in places 
such as Trafalgar Square, these 
insistent advertisements, I think 
they will be amazed that this 
generation should be so insensi- 
tive to endure this in many of 
the principal spots of the capital 
of our Empire.” 
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Printing By Electronics 


Two Inventions May Help 


To Speed Jobs, Cut Costs 


Details are now available of two new methods of reproduction 
by electronics. One—a new American invention for reproducing 
illustrations for newspapers and magazines—is soon to be 


available in Europe. 
printing on handbills and 
posters much cheaper. 

The new American invention 
of photo-electric engraving, has 
been developed by the Fairchild 
Corporation. The apparatus 
consists of a pair of cylinders 
with a central control panel and 
two electronic appliances. One 
cylinder carries the picture to be 
reproduced. Above it is a beam 
of light flashing on and off 240 
times a second. The other cylin- 
der carries the plastic plate to be 
engraved. Poised above it is a 
stylus heated, when in use, to 
incandescence. 

Set in motion, the two cylinders 
rotate at synchronised speed. The 


Better Terms Or 
Carey Street 


Unless the charges by advertis- 
ing agents for overseas campaigns 
are increased, the agents must 
reduce standards, or go broke. 

This is the view of a director 
of a large London advertising 
agency that handles several inter- 
national accounts. 

In an authoritative article in 
the Export Section of “Adver- 
tiser’s Weekly” next week he will 
advocate an increase of agency 
terms for foreign advertising to 
20 per cent. 


light-beam scans the picture and 
generates a series of tiny electrical 
impulses which. after being 
amplified many m. Ilion times, pass 
into a circuit and cause the 
heated stylus to burn smaller or 
bigger craters in the plastic plate. 
By this method, it is claimed. 
engraving is much quicker and 
only about one-third as expensive. 
The other process, invented by 
the technicians of Dufay- 
Chromex, is a_ revolutionary 
method of printing in colour. 
Electronically-controlled _ jets 
spray colouring matter on to 
sheets of ordinary paper direct. 
Colour prints produced by the 
experimental machine are bril- 
liant and show no sign of de- 
saturation. This system can 
reproduce colour better from 
negative or positive originals. 
The first commercial prototype 
is in course of construction by 
one of the foremost electrical 
firms in this country. When the 
process reaches the commercial 
stage it should be possible to 
print in colour at about 6d. a 
sheet. Present cost is 7s. 6d. 


The Monotype Corporation 
Ltd., are putting on an exhibition 
of Penguin Book Typography 
from July 2-26. 


The other—British—may make colour- 


CAMERA AT 
THE CARNIVAL 


The Henley decorated Foden, 
which took first prize in the 
Festival of Britain Carnival at 
Northfleet, Kent. Designed by 
the advertising department and 
constructed by the plant depart- 
ment, Gravesend, it was an all- 
Henley job. 


Bowaters decorated lorry, also 
taking part in the Northfleet 
Carnival, was loaded with giant 
reels of newsprint and magazine 
peper made at the Thames Mill 
of The Bowater Paper Corpora- 
tion Ltd. The lorry emphasised 
the importance of the local paper- 
making industry by its banner 
wording “Made in Kent for the 
newspapers and magazines of the 
Kingdom.” Design for the 
decoration was prepared by the 
S. T. Garland Advertising Service 
Lid. and executed by City 
Display. 


Hoover’s Faith In 
Advertising 


_ The fundamentals of advertis- 
ing are the same the whole world 
over, no matter how much con- 


ditions might differ in detail, 
said W. M. Tribute, advertising 
and publicity manager, Hoover 
Ltd., when he addressed an in- 
ternational conference of his com- 
Pany’s Overseas associates last 
week. 

Mr. Tribute _ reaffirmed 
Hoover's faith in the power of 
advertising as a vital part of its 
general merchandising plan. 
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Point of sale technique reaches a high-water level on the Thames 
where the Festival decorative scheme is followed by the barge “Good 
Service,” believed to be the first floating filling station of its kind. 


Eye Appeal Is Best Sales Aid 
In Self-Service Stores 


There is a need for improve- 
ment in the design of packaging. 
Clarity in label design and the 
use of sensible shapes for con- 
tainers are also urgent require- 
ments 

This was the opinion of a 
Brain Trust held in London last 
week by the Self-Service Develop- 
ment Association. 

H. J. Wicker, general manager, 
London Co-operative Society, 
called for greater co-operation 
between wholesalers and retailers. 
For self-service stores a brief des- 
cription of the articles on the 
label was desirable. 

Present day packaging exem- 
plified the British trend of under- 
statement, said J. Chapman, man- 
aging director of Arding & 
Hobbs Ltd. 

“We put all our effort into 
producing a good article,” he 
said, “and we put very: little effort 
into making it look attractive.” 

Cartons sealed with a spring 
clip were criticised by P. E. 
Hynard, an independent grocer 
at Acton. They were nothing 
but a nuisance. They were diffi- 
cult to stand up and it was im- 
possible to stack them in display 
fixtures. In the _ self-service 
store a square or oblong pack 
was essential. 

A. Arnell, sales manager of the 
Express Dairy Co., Ltd., empha- 
sised that the majority of goods 
in the self-service store were sold 
by eye-appeal. He suggested that 
labels should have white spaces 
for price marking. 

Question master was Charles 
Lein, sales manager for Plio- 
film, and chairman of the 
Association. 


ODD SP@T 


Over 60,000 Australians 
coming to Britain for the 
Festival have been asked = 

or 

's fourth largest in- 

dustry——wine, now suffering 

from a slump due to high 
British duties. 


Folders, designed in 
Australia’s green and gold 
cricketing colours, are on dis- 
play at Australia House and 
all State offices. 

They suggest that visitors 
should recommend Australian 
wine wherever they go in 


Question-master Lein. 


Chicago Likes 
Our Posters 


American printers are much 
impressed by the coloured posters 
of British Railways and the 
London Transport Executive. One 
big Chicago firm features these 
posters in its museum of fine 
printing. 

These facts were a pleasant 
surprise for Henry J. Harrison, 
director of Martin J. S. Slattery & 
Son Ltd., sole importers of the 
Ludlow and Elrod systems, now 
back from a visit to the Ludlow 
Typograph Company in Chicago. 

Other facts, about America’s 
exports of printing machinery last 
year, were less happy and sup- 
ported Mr. Harrison's view that 
the printing industry in Britain 
faces grave dangers because of 
stringent restriction on imports. 

Of 1,156 type setting machines, 
worth seven million dollars, ex- 
ported by America, Italy got 139, 
Netherlands 96, Australia 25, 
Israel 18—and Britain seven. 
Unless the present restrictions are 
eased, Mr. Harrison fears, the 
day may come when “the only 
large-scale printing in Britain 
will be done by the Government 
and the national newspapers.” 


At Paris Show 


Stands of the Hawker Siddeley 
Group and Armstrong Siddeley 
at the International Aero Salon 
in Paris were designed by George 
Collett. They were constructed 
in the White City works of City 
Disvlay Organisation and in- 
Stalled in the Grand Palais. 
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‘Close The Ranks’ 


FILLIP FOR ISBA 
CAMPAIGN 
IN SCOTLAND 


A call for advertisers “to speak 
with one voice and act with one 

purpose” was given at a luncheon 
in Glasgow last Friday sponsored 
by the Scottish section of the 
Incorporated Society of British 
Advertisers. 

R. F. Maxwell, chairman of 
the Scottish section, who, with 
J. HH. Miller-Wheeler, hon. 
secretary, was responsible for the 
arrangements, presided. 

Introducing the Hon. J. K. 
Weir, C.B.E., managing director, 
G. & J. Weir Ltd., the chairman 
said that he was not content to 
allow Scotland to be told what to 
do, but wanted Scotland to have 
a voice in what was going to be 
done. Increased membership of 
the organisation would carry 
considerable weight in imple- 
menting that aim. 


Money Well Spent 


Mr. Weir said that the value 
of advertising had long passed 
beyond the sphere of argument 
and they were now mainly con- 
cerned with seeing that the 
money which they budgeted for 
it was well employed. 

He continued: “We find that 
the scale of advertising varies 
widely among various undertak- 
ings and is roughly proportional 
to their marketing needs. 

“Probably most of us_ here 
have either a small publicity 
department comprising a man- 
ager and one or two assistants, or 
else we have one official devoted 
either wholly or in part time to 
looking after the advertising 
interest of his firm. 

“The first essential one I 
think too often overlooked—is to 
see that whoever is in charge has 
a clear and topical appreciation 
of the policy of the Board or 
direction from the executive or 
executives responsible for carry- 
ing out the Board's policy. 


Elementary 


“This seems so elementary a 
condition that I would hesitate 
to raise it were it not for the fact 
that far too frequently whoever 
is responsible for advertising is 

fr with too little straw with 
" hic h to make his bricks. 

his is more especially so 
when advertising does not repre- 
sent a major factor in marketing; 
yet he needs guidance and advice 
from the top just as much as any 
of the technical or production 
divisions of a business, however 
knowledgable and well-trained 
our publicity managers may be. 

“If this is so where a regular 
publicity department exists, it 
hecomes the more essential where 
one individual looks after the 
firm's advertising on a part time 
basis. He has other duties, prob- 
ably more important functionally, 
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Call To Advertisers 


At the Glasgow luncheon organised by the Scottish section of the Incorporated Society of British Adver- 
tisers were (Il. to r.): J. H. Miller-Wheeler, F. R. Maxwell, Hon. J. K. Weir, C. B. Wrey and Alan Whitworth. 


and may not be particularly inter- 
ested in advertising. He is almost 
certainly unaware of its com- 
plexities. 
This can result in the allo- 
cation accorded to jt being 
wastefully or ineffectively em- 
ployed; and here, unfortun- 
ately, there are all too many 
advertising schemes in various 
forms from which the pro- 
moters are the only ones to 
benefit and which he may in 
all innocence adopt.” 
Mr. Weir, who pointed out that 
his firm had been amongst the 
earliest members of the Scottish 


-branch of the 1LS.B.A., stressed 


the importance of membership of 
this association and appealed to 
those who had not yet juined to 
do so now to increase its effec- 
tiveness and the work of the 
Scottish branch. 


Work of ISBA 


Cc. B. Wrey, chairman of 
1.S.B.A., .outlined in detail the 
work of the Association. He 
referred (to the recent co-opera- 
tive effort with the Advertising 
Association to ascertain the total 
volume of expenditure and how 
it was divided over the various 
forms of media 

While he hesitated to attribute 
the increase in the cost of 
newspapers to the public to 
1.S.B.A.’s efforts, he believed that 
the representations of _ their 
Standing Committee on Advertis- 
ing had carried considerable 
weight with publishers generally. 

“Can anyone dout.” he con- 
cluded, “that there will be in the 
future an increasing nied for ad 
vertisers, as such, to sveak with 
one voice and to act with one 
purpose? 1.§8.B.A. alone exists to 
make this possible. The call to- 
day is for solidarity amonest ad- 
vertisers everywhere if their rights 
and interests are to be upheld.” 

Alan Whitworth, = director, 
1.S.B.A., referred to the Associa- 
tion’s close contact with the 
international advertising associa- 
tions and the vast advantages to 
be derived therefrom by mem 
bers 

1.S.B.A.’s job, he said, was not 
so much to promote advertising 
expenditure, but to try to ensure 
that advertisers got maximum 
value for every penny they spent. 


‘Money 


May Switch To 


Selective Advertising’ 


Fears that the advertising 
industry will be adversely 
affected by the Government's 
proposal to abolish re-sale price 
maintenance are discounted by 
Mr. D. R. Griffiths, director, 
ay Sales Managers’ 
Associati 

Mr. “Griffiths has written a 
letter to branches of the Associa- 
tion inviting 
their views. 
In answer to 


wrote as 
follows: 

“I cannot 
find anything 
in these pro- 
posals which 
will reduce 
the volume 
of money 
allocated to 
ad v ertising. 
It may well 
be that 
money will be diverted from the 
less selective to the more selec- 
tive forms of advertising. What 
the advertising industry loses on 
the swings it should gain on the 
roundabouts.” 

The following statement has 
been issued by the Incorporated 
Society of British Advertisers: 
“We have considered the White 
Paper on re-sale price mainten- 
ance and, whilst it is felt that 
this is a subject which does not 
come directly within the scope of 
the activities of the Society, the 
complex issues which are raised 
need the most careful and 
deliberate consideration 

“The Society will watch the 
position carefully and, in particu- 
lar, where the question of adver- 
tising arises. 

“The Society is in contact with 
the Federation of British Indus- 
tries on this matter.” 

The Fair Prices Defence Com- 
mittee, representing some 350,000 
manufacturers and distributors of 
branded goods met to discuss 
the Government's White Paper, 


D. R. Griffiths 


and after the meeting, the chair- 
man, H. E. Chapman, said that 
nothing in the present industrial 
and economic position justified 
the Government's proposals. 


Ban On Cellulose 
Film For Home 
Goods Packs 


The Board of Trade has 
announced that because of the 
shortage of sulphur, transparent 
cellulose film may not be sup- 
plied for wrapping these goods 
in the home market: Books, 
bottled drinks, cigarettes, cloth- 
ing, confectionery, dairy produce, 
fancy goods, electrical goods, 
haberdashery, hardware, 
stationery, sports goods and 
textiles 

Firms will be able to use up 
present stocks. 


Ads. Through The 
Looking Glass 


New point-of-sale advertising 
device is Mirrochange produced 
by New Enterprise Animated 
Publicity Services, of Harringay, 
London. 

On the left side is a cash 
receptacle; on the right a trans- 
parent mirror. A lamp behind 


the mirror is illuminated when 
money is put on or lifted off the 
cash section. By this action it 
automatically causes an advertise- 
ment slide to be projected on the 
mirror from within, and the 
latter thus becomes an advertising 
panel. 
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JUNE 28, 1951 
Hull 


Editor Tells Of ‘Menace Of 


The Great Paper Bungle’ 


What would happen if war 
suddenly broke out again, s 
owing to insufficient newsprint 
reserves and severed supplies of 
imported newsprint, Britain's 
1,500 newspapers closed up like 
a jack-knife within a few weeks? 

This question was put to mem- 
bers of Hull Publicity Club by 
T. B. MacKim, managing editor, 
the Hull Daily Mail, when he 
spoke to them on “The menace 
of the great paper bungle.” 

“Under those circumstances 
could radio really bridge the 
disastrous abyss that would in- 
evitably arise?” he asked. 

The strategic reserve of news- 
print which Britain should hold 
at any time had been assessed at 
not less than 100,000 tons. By the 
end of last year the level had 
fallen probably to 65,000 tons. 

Mr. MacKim believed that in 
the final result there was not 
“more than a hoot of difference 
between censorship by suppres- 
sion and censorship by economic 
pressure.” The restriction of news 
and information, innocent or in- 
tentional, was nothing less than 
censorship. 


Bournemouth 


‘Create Atmosphere 


Around Product’ 


“To create an atmosphere 
around a product by means of 
copy and illustration in an adver- 
tisement is by far the finest way 
of selling.’ E. C. Mackenzie, 
director, W. S. Crawford, Ltd., 
told the Publicity Club of 
Bournemouth. 

Sincerity should be the key- 
note in stating the aims and 
function of a product, he said. 
The written word in an advertise- 
ment was in many instances a 
substitute for thought and 
should be made to appeal to the 
reader. Verbosity and lengthy 
descriptions only served to bore 
him. 


B rmingham 
Busy Men Prefer 
Simple Ads. 


B. J. Keene, J.P. (Harry 
Vincent Ltd.) has been elected 
chairman of council of the Birm- 
ingham Publicity Association for 
the coming year. 

Other officers elected are: vice- 
chairman and press officer, Denis 
Postlethwaite (Lewis's Ltd.); hon. 
secretary, R. Heath; programme 
officer, A. Willington (George 
Salter & Co., Ltd.); C. D. C. dele- 
gate, G. Hitchings (Amalgamated 
Press). 

There was a record attendance 
at the June meeting when V. V. 
Tatlock, general advertisement 
manager to the Architectural 
Press Ltd.. addressed the mem- 
bers on the planning of technical 
advertising. Mr. Tatlock drew on 


| Club News 


~, own experience of advertising 
addressed to architects and 
pointed out some dangers which 
both advertisers and advertising 
agents might avoid by consulta- 
tion with the representatives of 
the technical Press. 

His main contention was that 
architects are busy men and, 
generally speaking, preferred ad- 
vertisements that gave essential 
information in the simplest pos- 
sible form. 


Regent 
Showboat Tie-Up 


Metro - Goldwyn - Mayer are 
linking up their film “Showboat,” 
now appearing at the Empire, 
Leicester Square, with the Regent 
Advertising Club “Festival Show- 
boat” trip to-morrow (Friday) 
evening. 

The Regent boat will be decor- 
ated with banners and illuminated 
signs by M.G.M. Casting off time 
is 6.30 p.m., Westminster Pier. 


London 
Will Speak For 
Goodman Trophy 


Miss J. Brimstone and R. 
Sherman, B. Tozer, P. Huggett, 
and L. Martin, members of the 
Publicity Club of London public 
speaking section, are finalists in 
the Leon Goodman Trophy con- 
test. They will be heard at the 
section’s annual dinner at the 
Connaught Rooms on Wednes- 
day, July 18. 

Murray Milne, S. T. Holmes, 
and Norman Groome were the 
judges at the eliminating contests. 


LAST CHAPTER 


Eleven early volumes of the 
Boys Own Paper were left by 
a Toronto reader to the pre- 
sent editor. 

Before they were delivered 
a bill had to be met: Freight 
to London £2 10s. 10d.; 
“London Clause” 1s. 9d.; pre- 
paration and passing of 
Customs entry 15s.; presenta- 
ey to Customs and clearance 

; landing and wharfage 9s.; 
tl rates 4d.; cartage from 
docks 10s.; forwarding and 
attention 7s. 6d.; postages, 
telegrams, etc., Is. 6d. Total 
£5 Os. 11d. 


£10,400 For Church 


Information Board 


An allocation of £10,400 for 
the Church Information Board 
was approved by the Church 
Assembly last week. 

The Bishop of London said 
the Church Information Board 
was necessary to the work of the 
Assembly which was responsible 
for setting it up. The clergy were 
themselves publicists with a duty 
to proclaim the gospel. 


More Club News 
In Brief 


Andrew Milne has been re- 
elected chairman of the Fleet 
Street Column Club. 

* . * 


’ Regent Advertising Club are 
putting on an exhibition of travel 
posters at the club from July 5- 
18, with the co-operation of the 
> Semeae Touring Association 

td. 


* * * 


Manchester Publicity Associa- 
tion are to submit the name of 
T. H. Butterworth as _ their 
nominee for the F. E. Cook Cup, 
awarded annually through the 
Advertising Association for work 
in education for advertising. 


New Ad. Course At Leicester 


A 16 months’ training course 
for junior executives of advertis- 
ing firms is to be started in 
Leicester next January. It will 
be a full-time course, interrupted 
only by practical work in the 
students’ firms. 

The course will be held at the 
Leicester College of Art and 
Technology, and run by its School 
of Commerce. Mr. A. 
Lowndes, head of the School, has 
worked out the schedule in con- 
junction with Mr. Eric Brown, 
education officer of the Leicester 
Publicity Club. 

Since the war Mr. Lowndes has 
put the Leicester College on the 
map with unique courses in in- 
dustrial foremanship, and train- 
ing of trade union officers, man- 
agement executives, and junior 
executives. 

“Our new course will be run 
on lines similar to our foreman- 
ship classes, and will be open to 


students from all over the 
country,” he said. “Students will 
have some of the outstanding 
men and women of British adver- 
tising as lecturers. 

“The young men and women 
who have just started in the adver- 
tising world will greatly benefit 
by the application of our pioneer 
methods in management training, 
which we plan to turn to the field 
of advertising. We shall. teach 
them about advertising, and at 
the same time hope to turn the 
students into good advertising 
men. 

Mr. Lowndes is to address the 
International Advertising Con- 
gress on “What Britain is doing 
In education and training for ad- 
vertising.” 

Leicester Publicity Club, at 
their annual meeting, elected him 
an honorary vice-president in 
recognition of his services to ad- 
vertising in Léicester. 
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Furniture Ads. 


To Be Watched 


Henry J. Sutcliffe, chairman of 
the Publicity Club of Leeds, who 
is also managing director of the 
Victoria Furnishing Co., Ltd., 
Leeds, has been elected chairman 
of the advertising committee of 
the National Association of 
Retail Furnishers. 

Retailers are being requested 
to forward to this committee any 
cases of advertising which they 
consider misleading or detri- 
mental to the interests of the fur- 
niture trade, or to the public. If 
the Association feels it necessary 
steps may then be taken to bring 
the information to the notice of 
the appropriate organisations for 
their consideration with a view to 
curtailing such advertising. 

Price Cutting 

Mr. Sutcliffe has emphasised 
that “price cutting” should not 
be considered a form of mis- 
leading advertising, providing the 
articles advertised were available 
to the public to purchase. 

Another plan receiving the 
attention of the committee is the 
establishment of a “Code of 
Retail Advertising” in the furni- 
ture trade. A document is being 
drafted for circulation to Area 
Councils of the Association, so 
that it can be considered and dis- 
cussed by all retail furnishers. 


LLP.A. Autumn 
Golf Meeting 


Autumn meeting of the Insti- 
tute of Incorporated Practitioners 
in Advertising Golf Circle will be 
held at the R.A.C. Country Club, 
Woodcote Park, Epsom, on Tues- 
day, September 25. 

The programme is as follows: 

Morning: Stroke play off 
handicap for the L. O. Johnson 
Challenge Trophy and _ special 
memento presented by C. Mitchell 
& Co., Ltd. (open to Fellows and 
Associates only). Also, first and 
second prizes (open to all) for 
medal round under handicap. 

Afternoon: Two-ball green- 
some foursomes against bogey 
under handicap (open to all). 

The maximum handicap for 
play at this meeting is 21. 

Detailed information and entry 
form may be obtained from Mr. 
H. E. K. Sawtell, of G. Street & 
Co., Ltd., 110 Old Broad Street, 
London. 


CHANGING STEP 


Too much emphasis is being 
paid to price and not enough to 
style or quality in current shoe 
advertisements in the national 
Press, complains a Shoe and 
Leather News columnist. 

He writes: “In one advertise- 
ment I noticed that the ‘price is 
attractive’ whereas we have been 

to seeing the shoe labelled 
as attractive. It will be interest- 
ing to see how far this tendency 
develops. It is to be hoped that 
advertisers will not lose sight of 
the fact that shoes can still be 
attractive, and that quality and 
craftsmanship have selling power.” 
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New PR Adviser For 


The Prime Minister 


Reginald Bacon, who succeeds 
the late Philip Jordan as adviser 
on public relations to the Prime 
Minister, was Ministry of Inform- 
ation Regional Officer for York- 
shire in 1940. He took over the 
£1,700 a year job as deputy head 
of the Treasury's Economic 
Information Unit at the end of 
1947. 


Before he joined the Ministry 
Mr. Bacon was a journalist em- 
ployed by the Yorkshire Post. He 
was director of the overseas 
information branch, Board of 
Trade, before going to the 
Treasury. 

* * * 

Peter R. Hollingworth has 

joined Herbert Greaves Ltd., 
M anchester, 
as creative 
director. Pre- 
viously with 
Greenly’s 
and the old 
Ben Wilkin- 
son agency 
from its in- 
ception, he 
has been 
employed 
latterly as 
visualiser- 
copy writer 
by Stowe & 

Bowden Ltd., in Manchester. 

* * * 

Lt.-Col. R. F. J. Hayward, 
V.C., M.C., senior assistant on 
the publications sales staff of the 
B.B.C. in the Metropolitan area, 
retires on Saturday. He will be 
succeeded by B. L. Hall, now in 
charge of the Eastern Counties 
area. 

* * 

James McCrossan, who for the 
past three years has been handling 
United Kingdom Press publicity 
for Associated British-Pathe Ltd., 
from Film House, Wardour 
Street, this week resigns his ap- 
pointment and joins the publicity 
department of Circuits Manage- 
ment Association (Odeon and 
Gaumont Theatres) at New 
Gallery House, Regent Street. 

* * * 

M. D. Linton has severed con- 
nection with Pyramid Press Ltd.. 
and resigned his managing 
directorship of that company. He 
has formed a new company, 
Maurice Linton Publications. 
specialising in the publication of 
estate agents’ street map folders. 

* * * 


H, Hales Dutton has been 
appointed public relations officer 
of the Wholesale Textile Associ- 
ation in succession to F, Murray 
Milne who resigned his appoint- 
ment to join the board of F. J. 
Lyons Ltd. 

Mr, Hales Dutton, who has 


ie cpa on 2) fe aw adie, Se tak | 


served over twenty years in pub- 
licity and advertising, resigned 
his post with the Institution of 
British Launderers Ltd., to join 
the W.T.A. 

For ten years he was publicity 
and advertising manager with the 
G-B Equipments group of com- 
panies (now within the Rank 
Organisation), previous to which 
he held a similar post with the 
English branch of the Radio 
Corporation of America (RCA 
Photophone Ltd.). During the 
war, he served in the Directorate 
of Public Relations at the 
Ministry of Supply, acting as 
joint press officer for special 
assignments during Lord Beaver- 
brook’s term of _ office as 
Minister. 

* * - 

Sir Harold Tempany, editor of 
World Crops, published by 
Leonard Hill Ltd., will to-day 
(Thursday) preside over the final 
meeting of an agricultural con- 
ference which has been attended 
by 120 agricultural scientists 
from 37 countries. 

* * * 

Arthur E. Philps, of York 
Shipley Ltd., refrigeration and 
air conditioning engineers, has 
become a member of the Incor- 
porated 
Associati 

* ~*~ * 


Leslie Martin, unti] recently 
advertising manager for Accurist 
Watches, has joined the Howard 
Panton Ltd. agency. He began 
his career with Greenly’s 20 
years ago. 

* * * 
Themes A. Reynolds has been 
appointed a 
director of 
Young & 
Rubicam 
Ltd. He 
joined the 
agency about 
a year ago 
as account 
executive. 
Before that 
he had been 
ten years 
with the 
agency’s 
New York 


* * * 

D. J. Ireland has resigned as 
account executive from Murray- 
Watson Ltd. and has been 
appointed advertising manager to 
the Murphy Chemical Co., Ltd.. 
at Wheathampstead, Herts. in 
succession to R,. H. Hill. 

* * * 

W. G. O'Connor has been 
appointed to the board of the 
Shredded Wheat Co., Ltd., as 
director of sales and advertising, 
and E. A. Bridges as director of 
production and assistant con- 


office. 


ree Managers’ 
n. ‘ 


Westcliff-on-Sea was the venue for the annual outing of Mayfair 
Advertising Ltd. 


F. Murray Milne (right) shakes 

hands with H. Hales Dutton, his 

successor as P.R.O. to the Whole- 
sale Textile Association. 


troller. C. G. Taylor has been 

appointed sales manager. 
* * * 

Nelson Allen, advertisement 

manager, Field and Golf Ilus- 

trated, is retiring, for reasons of 

health, in the late summer and 
will go to live in Kenya. 
* * * 


The appointment of L. Russell 
Muirhead to the board of Ernest 
Benn Ltd., marks an association 
of 20 years between the company 
and The Blue Guides, of which 
Mr. Muirhead has been editor 
for that period. 


OBITUARY 
Miss M. A. Forrester 


Founder and managing director 
of the Wellington Press Postal 
Advertising Services Ltd., Miss 
Miriam A. Forrester, died at her 
Dorking home last week, aged 56. 

Miss Forrester started her 
career with S. H. Benson Ltd. 
During the first world war she 
served with the British Red Cross, 
was appointed commandant and 
awarded the M.B.E. 

It was in 1921 that. together 
with Mr. T. H. McArthur, now 
a director, she formed Wellington 
Press Postal Advertising Services 
with a staff of one. Later when 
her sister, Miss C. D. Forrester. 
joined the board. the firm was 
turned into a private company. 
There is now a staff of nearly 100. 

She was a member of the 
British Direct Mail Advertising 
Association and at one time was 
a member of the Women’s Adver- 
tising Club of London. 

The present directors, 


Miss 


Cc. D. Forrester, Mr. T. H. 
McArthur and Mr. R. S. Cole, 
will carry on the business. 


L. Drummond 

Mr. Lindsay Drummond, 
founder and managing director of 
the Harlin Publishing Company 
Ltd., of Fleet Street, died in 
Wesminster Hospital last Thurs- 
day after a short illness. 

Mr. Drummond was a_ pub- 
lisher of twenty years standing 
and well-known among London 
bookmen. He was a member of 
the Garrick, Bath, and Pater- 
noster Clubs. During the first 
world war he went to France and 
saw service with the Scots Greys. 


MORE YOUTH 
DELEGATES 


Among the latest Youth 
Scheme delegates registered for 
the International Advertising 
Conference are: 

Stanley Ballard (25), an assist- 
ant art director whose firm is a 
member of the Australian Asso- 
ciation of Advertising Agencies. 

Miss M. E. McDonald, media 
manager and secretary of an 
advertising agency which is in 
membership with the Australian 
Association of Advertising 
Agencies. 

Miss Elizabeth Dakan Bull 
(21), an advertising student at the 
University of Kansas and a mem- 
ber of the Gamma Alpha Chi. 
an Advertising Sorority. 

Asbjorn Roed (29), shop man- 
ager with a book selling organis- 
ation and chairman of the Sales 
and Advertising Association of 
Gjovik, Norway, of which he 
has been a member for 12 years. 

Dr. Robert Cortopassi (25), of 
Motta S.p.A. of Milan, and a 
member of the Italian Advertis- 
ing Federation. 

Miss Catherine Draper (25), 
manager of the Media Research 
Department of Foote, Cone & 
Belding International Corporation 
of Canada. 

Edward C. (23), a 
visualiser with J. & Co., 
Ltd., of Wellington, and William 
Hopkin (25), an artist with the 
same agency. 
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Some recent features— 


Features for SWEET CORK OF THEE 


Written and Illustrated by Robert Gibbings 


SHORT STORY 


every member . sedan 


NEW POEM 


of the Siegried Sassoon 


LEARNING TO BE A DRESS DESIGNER 


Mary Barnard 
so 
Family i ae Se IN PRAISE OF WOMEN 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR - 114 FLEET STREET, LONDON, E.C.4 


Clifford Bax 
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Let Tribute Be Paid 


By the EDITORIAL DIRECTOR, Business Publications Ltd. 


HIS week I trespass on space normally used by the Editor 

I himself. I want to pay tribute to our advertisers—the firms 

who regularly buy space in ADVERTISER'S WEEKLY to sell 

themselves and their wares. Many of them have been our loyal 
friends for years. May they long remain so. 


It is the eve of the International Advertising Conference. Much 
will be heard there of present-day standards in advertising. Surely 
no finer examples of high quality selling through the printed word 
could be found than dozens of the advertisements which have 
appeared recently in ADVERTISER'S WEEKLY. Here, week after 
week, the sellers of space, the creators and designers of adver- 
tisements, the suppliers of the tools of the trade—media owners, 
agencies, and services of all kinds—provide first-class proof of 
progress in presentation, of genius for the right phrase, of honesty 
of purpose. } 


Advertising of this strictly professional kind is no longer a 
matter of generalities. Here are no wild assertions, no stating 
claims while hiding facts. Specifically, and openly, by facts and 
figures, the appeal is laid before the potential buyer. His eye is 
attracted, his reason satisfied. An agency lists some of its main 
clients; another reproduces three actual advertisements produced 
for clients, and states the policies that dictated the style of each. 
A national daily sets out its editorial purpose and standards plainly 
and specifically, and the figures of net sale that its merits have 
earned; a provincial evening maps the area it cOvers. One maga- 
zine provides numerical evidence of the puljing power of its adver- 
tisements; another features the actual figures of the continuous 
increase in its readership. Throughout is candour—about selling 
price, page rates, circulation. 


In every publishing house, in paper or periodical, there is a 
constant, traditional tussle for space between the editorial and 
advertisement departments. It is right that this should be so. 
We in editorial grudge every inch taken from us. But we readily 
admit that in ADVERTISER'S WEEKLY the advertisements themselves 
are news—often exciting, always well-presented. Our pride in our 
journal—the organ of British advertising—is enhanced by the 
quality of the advertisements published in it. 

The critics of advertising are vocal and persistent. Their blind 
prejudices must, and can, be challenged. So long as the ac vertising 
of advertising itself is as good as the examples offerea to our 
readers week by week, victory is certain. 


© Change of eiuathete stem Please rata the pubitinere @ three 
clear weeks in advance of the issue for which change of address is to 
take # affect, and eammpend F present address in fll as well as new address. 
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To-morrow’s Topics 


New move on 


‘cure-all’ ads. 


EW moves are expected in 
the autumn to encourage 
more rigid application of the 
Code of Standards to advertise- 
ments for proprietary medicines. 
Criticisms of some sales mes- 
sages used during the influenza 
epidemic last winter led to re- 
consideration of this problem by 
both advertisers and publishers. 
ADVERTISER'S WEEKLY com- 
mented at the time: 

“The British Code of Stan- 
dards for Advertising urges that 
advertisements should not claim 
to cure any ailment or symp- 
toms of ill-health. This stan- 
dard may be adhered to in the 
letter but certainly not in the 
spirit by some advertisers. 
Sometimes literary acrobatics 
are performed to evade the best 
intentions of the bodies which 
subscribe to the Code ... if 
the offenders do not soon mend 
their ways, the politicians may 
step in with clumsy regulations. 
That unhappy event can be 
avoided if commonsense is 
applied... .” 

It now seems likely that our ad- 
vice will be taken, and that adver- 
tising will put another corner of 
its not-so-dusty house in order. 

—_— —_— —_— 

Not so likely to come off is a 
proposal, with limited but influ- 
ential support, that testimonial 
advertising should be cut out 
altogether in the field of proprie- 
tary medicines, Opposition to 
this suggestion will be based on 
the argument that it would be 
unfair to discriminate against one 
group of products. Testimonials 
are generally conceded to be fair 
copy in other fields. 

—_— — = 


Blockmakers face up 


to ‘economy’ future 


ATEST indication of the 

trend towards the stabilisa- 
tion of print and publishing costs 
comes from the blockmakers. 

Persistent rumour of impending 
increases in processing charges 
are denied this week by a spokes- 
man of the Federation of Master 
Process Engravers. 

He says there is little prospect 
of any big jump in charges in 
the immediate future. A 50 per 
cent increase had been forecast 
in some quarters. 

Some engravers freely admit 


that their best reason for fighting 
to stave off higher charges is the 
growing belief that customers 
would refuse to pay. Already 
some publishers are reducing 
block bills by limiting the size 
and quantity of illustrations in 
their journals. 
— . —_— —=— 

Modern publicity methods are 
being adopted to an increasing 
extent by the churches. Several 
have recently organised their 
public relations departments on 
up-to-date, commercial _ lines. 
Next development will be north 
of the border, where a committee 
is to be set up by the Church of 
Scotland to consider the use of 
visual aids within the church. An 
attempt is to be made to set up 
a film unit to make religious films 
and filmstrips. 

_ 


Plan to fight 
would-be censors 


NERGETIC steps have been 
taken by organised outdoor 
advertising to meet the threats to 
the industry now on the horizon, 
Plans are being kept quiet, but 
it is no secret that every challenge 
will be accepted after August 1. 
The appeal machinery will be 
severely tested, and most local 
authorities will be anxious to 
compromise along the lines sug- 
gested by the Minister. 

The industry is aware that in 
compromise there will be danger 
of planning officers attempting to 
dictate the type of poster to be 
used in return for giving ground 
on site positions. Careful watch 
will be kept to guard against the 
insidious growth of petty censor- 
ship by local bureaucrats. 

—_ _- = 

It appears that advertisers are 
not jumping at the chance of 
extra time on Radio Luxembourg 
offered by new wavelengths com- 
ing into operation shortly. The 
station is planning a_ sustainer 
programme—no sponsors—to run 
for an hour every night. 

— A el - 


«  §Sto ress! 


HILE many of the Press 

facilities for the  Inter- 
national Advertising Conference 
are admirable, eyebrows will be 
raised When news editors receive 
a resumé of the arrangements. 
Reporters will be requested to 
wear Press badges—and there 
will be a soft drinks bar in the 


Press lounge! 
ROUND TABLE 


or 


Sees 
TS 


ge 28/30 "GREOvENER GARDENS, LONDON, sw! 


Bare 


bAL AA 


FASHION 


PRESSES TSE 


a Se a ie a ee es el ee ee A: nr _ c oi itea yy a ” is rae * 
: . : " 2 4 iz eee: 
a ow 
eC |_| SY 
* 
ee aS : 
$$ EE - (i 
' Po 7 ae 
a ig 
an 5 
os at: 
= | cn 
7 ; re 
7 ‘ 
re iy 
f 
. a 
ba! ’ 
“ 
ey eh 
pl 
, i 
2 
ce ‘ 
“Ae > 
ae 
mA Bi 
ae 
ris - 
+ : 
“ —- - — ——— ———— 
a Oi ‘ ; a A A TY)? ( % AP A 
D> > i f | 4 KX (= he A K 
| BL AN ERS PEW ERR SN 1) ates | at | 
- ‘ 5 ig k : ‘ ri} oF ~ J) \| =z x "4 . 
4 | \ 77 Np 
| De SY ss 
: Ty < 
7 J Pn — . 9 \ 
- 4 Re Pe f 
ie »y 
J % 
$ 
97 
* E ore Sais ae iia ee ea ig 
& . . 7 “ ' aN 7 ’ eae as: F es > Raa ‘ 7 ‘a 


ADVERTISER'S WEEKLY 


A private enterprise 


There are three generations of Gerwyn Hams in Blackpool. Between them they run Revill’s 


Hotel on the North Promenade. When Mr. Gerwyn Ham Senior bought the place some five 


years ago he was realising a life’s ambition after years of hard work and enterprise. Today, or 


so he likes to kid you, he just sits back and watches the middle generation in the persons of 
Gerwyn Ham Junior and daughter-in-law Dorothy do all the work. 

Every week a small bundle of Sunday Pictorials is delivered to Revill’s Hotel. One copy for 
the Gerwyn Hams. The remainder for their guests. By advertising in the Sunday Pictorial you 
can reach this enterprising family and many other families like them. For the Sunday Pictorial’s 
average net sale of 5,165,253 constitutes a vast cross-section of Britain and it goes into all types 
of homes all over the country on the best advertising day of the week. 

In the Sunday Pictorial, advertisement space is very economical, too, its square inch per 


thousand rate of .69d being only 7.8%, above 1939. 


Sunday Pictorial 
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POLICY PLATFORM—An Advertiser Problem 


HIS article is not written 
for the big advertiser, who 

knows, or should know, 
all the answers. It is intended 
to help the smaller advertiser, 
or potential advertiser, who, 
when faced with the problem 
of switching an account, or 
appointing an agency for the 
first time, often finds himself 
very much at sea. 

How, then, should the prospec- 
tive client set about the task of 
choosing an agency suited to his 
needs? There are, the writer sug- 
gests, four steps to be taken: 
1.To decide precisely what he 
wants his advertising campaign 
to accomplish, and (provision- 
ally) how much he is willing to 
spend. 

.To compile a “short list” of 
agencies to be approached. 
Having ascertained which of 
these are interested in his 
account, to find out all he can 
about them, compare their 
qualifications, and analyse his 
impressions. 

To make his choice, and, hav- 
ing made it, take the agency 
chosen into his fullest con- 
fidence. 

The one thing he should not 
do, unless the circumstances are 
very exceptional, is to place his 
business with the first agency that 
approaches him. Far too much is 
at stake to warrant such a 
gamble. 

The first step may appear 
obvious, but its importance 
should be stressed because the 
choice of agency will be influ- 
enced by the conclusions reached, 
even though they may be modi- 
fied after consultation with the 
agent appointed. The bigger 
agencies, generally speaking, are 
not interested in accounts spend- 
ing less than £10,000 a year, or, if 
they d> accept smaller accounts, 
may charge a service fee to sup- 
plement the revenue they will 
draw from commissions. From 
the client’s point of view, too, it 
may be wise to select an agency 
big enough for all-round effici- 
ency, but not too big to give its 
best service to a modest spender. 


The Short List 


It is when he comes to the 
second step that the prospective 


tw 


~ 


> 


How To Set About Choosing An 
Advertising Agency 


Faced with the problem of choosing an advertising agency, the 
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inexperienced advertiser may find himself very much at sea. This 


client runs into difficulty. There 
are listed in Advertiser's Annual 
approximately 650 general adver- 
tising agencies, and 250 special- 
ised agencies. The field of choice 
is so wide as to be bewildering. 
It must be borne in mind, too, 
that no worthwhile agency will 
automatically accept any business 
offered to it. Some agencies are 
very “choosy” about the accounts 
they will handle. Some will not 
accept proprietary medicine 
accounts, Some insist that a 
client must work with them on 
their terms, in the sense that there 
must be the fullest disclosure of 
information and that the cam- 
paign must be planned and 
carried lout the agency’s way or 
not at all. An agency will not 
accept an account for a product 
in competition with one it already 
handles. 

Many agencies specialise. There 
are, for example, financial and 
theatrical ~ advertising agencies, 
and so-called technical agencies, 
specialising in advertising for the 
tools af production rather than 
for “consumer” products. Even 
general agencies have character- 
istics peculiar to themselves in 
that they excel in one or other 
department of client service, or 
have experience in a specialised 
field of marketing. 

What the prospective client has 
to do is to list, say, half a dozen 
agencies likely to be interested in 
his proposition and well quali- 
fied to handle it. There are 
several ways in which such a list 
can be compiled. 

One of the best is to seek ad- 
vice from the Institute of Incor- 
porated Practitioners in Adver- 
tising, which is the professional 
association of adverti-ing agents. 
Such advice will be completely 
disinterested and is doubly to be 
valued in that membership of the 
Institute may be regarded as a 
hallmark of competence and 
integrity. It is only fair, though, 
to add that there are some good 
agencies not in membership of 
this body. 

Another method was suggested 
by Copytaster, in an article pub- 
lished in ADVERTISER'S WEEKLY) 
on September 5, 1946. He advised 
a client in search of an agency 
to begin by reading a lot of ad- 
vertisements, especially those of 
comparatively young products 


article outlines the steps he should take and the reasons for them. 


that he believes to be doing well, 
and to pick on those he considers 
the most effective. In his selec- 
tion he should pay special atten- 
tion to those products whose 
channels of distribution are simi- 
lar to his own. Then, having 
listed eight or nine advertisers, 
he should find out by writing to 
them the names of the agencies 
concerned. 

This course of action could first 
be taken, and the results checked 
with advice from the I.1.P.A. 


Questions To Ask 


Let us assume that the prospec- 
tive client has his “short list” and 
proceeds to interview the agents 
listed. Assuming also that these 
agents prove willing to accept his 
account, what questions should 
he ask and what information 
should he seek? 

Copytaster again has a sugges- 
tion. The prospective client, 
when he meets the agency direc- 
tors, is shown round the “works.” 
and is introduced to the staff, 
should record his impressions by 
means of a card on which he 
allocates marks under these 
heads: 

Maximum 
Reception: first impres- 


sions, directors 2 
Age of agency and aver- 

age size of accounts § 
Organisational] ability 10 
Copy staff oc ae 
Art directors and chief 

designers . BB 
General impression of 

creative staff a 
Market research and 

information . 
Merchandising experience 20 
Export advertising er 


Space buying : 
Enthusiasm over your 
account ae 

It is essential, writes Copy- 
taster, to be as methodical as 
this, or one unconsciously behaves 
like a common jury, paying far 
too much attention to the man 
who has the last word. Only 
until total marks are compared. 
should personal preference come 
into play to influence final deci- 
sion. 

For guidance on the kind of 
questions to ask the agency, one 
can commend a book by an 
American agent. James Thomas 


Chirurg, . . . So you're going to 
choose an Advertising Agency. 
This book, one of the Printers’ 
Ink Business Bookshelf series, can 
be obtained in this country from 
the Mayflower Publishing Co. 

Mr. Chirurg sets out to give 
definite yardsticks for judging 
agency service, and summarises 
these in check lists comprising 
just on a hundred questions. Some 
are so searching, and would in- 
volve so much time and work to 
answer, that the sight of them 
would panic the average British 
agency director, unless soothed 
by the chance of a six-figure 
account, but they do, taken as a 
whole, constitute a valuable 
reminder of the type of informa- 
tion the prospective client needs. 

All that limited space makes it 
possible to say here is that he 
must satisfy himself: 

That the agency is financially 
sound and of good repute. 

That it is the type of agency 
suited, by size and by experi- 
ence, to his particular business. 

That it possesses the facilities 
to give him efficient service. 

That its executives and de- 
partmental heads can show 
records guaranteeing their com- 
petence. 

That these executives are the 
kind of people with whom he 
can hope to work on a basis 
of mutual confidence. 


The Final Choice 

Having made all his inquiries, 
formed his impressions, weighed 
the possible courses of action, the 
prospective client must make his 
choice. It is the more likely to be a 
right one if he has borne in mind 
the points stressed in this article, 
elementary though they may seem 
to those who know all the ropes. 
And having appointed the agent 
of his choice, he should give the 
agent a fair chance to prove his 
worth. Not for several years will 
the client be able to judge 
whether he has chosen wisely 
or not. 

He should also give the counsel 
he will receive the respect it will 
deserve. If he does not, and 
insists on the agency doing every- 
thing his way, he will have only 
himself to blame if his campaign 
proves disappointing. 
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“splendid painting’ for a 
“splendid advertisement.” 


HE Festival Number of 
i Punch is such a wholly 
praiseworthy production 
that innumerable people who 
have banged four saxpences will 
eventually treasure it away in 
tin trunks and old attics whence 
it will be recovered and re- 
viewed in 2001 or 2051 a.v. if 
haply there are cakes and ale 
in either of those two years. 
Perhaps, because they throw so 
much more light on the trivia of 
life in Britain now than do most 
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COPYTASTER has been taking “Festival Punch” for his late-night 


fare. 


Imbued with its spirit, he devotes this week’s Review of 


Advertising to ads. that are— 


Good Enough For 


of the editorial pages, the adver- 
tisements will be quite closely 
scanned. On the whole, | think 
we can face the judgment of 
posterity in good heart and with 
reasonable confidence. In the 
aggregate the advertisements 
make a brave show, though there 
are exceptions. 

The dullest, inevitably, are 
those that in effect say “we, too, 
saw the Crystal Palace plain” 
without tickling our eyes or ears 
with any spark of fun or spice of 
reminiscence. Neither noticeably 


CHATHAM. 


58 HIGH ST., CHATHAM 


\onoon* ARTHUR CLAY, 80 FLEET-STREET cen. 


Punch 


worse nor better than most of 
these is the effort of Jonas 
Woodhead, spring suspension 
specialists who show a_ coach 
and four between two mileposts 
marked 1850 and 1950, and say: 
“Great occasions. Festival of 
Britain. Festival of Punch. Cen- 
tenary of Woodheads. From the 
coach to the modern form of 
transport, in fact, ever since 1850 
Woodheads have been designing 
and manufacturing every conceiv- 
able form of suspension. Jonas 
Woodhead & Sons Ltd., Spring 
Suspension Specialists, Leeds. 
FAMOUS FOR’ QUALITY 
SPRINGS SINCE 1850." The 
only interesting things in the 
whole of that advertisement are 
the syntax and the punctuation, 
which at least have the distinction 
of being irregular and regrettable. 


* 


cg * 


Ir 1S WISE to walk warily when 
discussing the work of artists, and 
perhaps I should be content to 
say that, while there jis a great 
deal of competent craftsmanship, 
there is little that really makes 
one stand and stare. Of the 
artistic calamities I think the 
most lamentable are: the sketches 
of giraffe-necked women that 
keep cropping up; an unfunny 
wash drawing of a sock embel- 
lished with walrus-like whiskers; 
a colour-photograph of some 
men’s shoes—as red as a hot 
poker—that make one’s feet burn 
in sympathy at first sight; and a 
gaudy colour page for some- 
body's sweets with six of the 
unloveliest, pop-eyed, decapitated 
heads that have confronted me 
since I read a horrid edition of 
Grimm’s Fairy Tales in my 
nursery. 

On the other hand there is a 
really splendid painting in colour 
of a Georgian street scene for 
Whitbread’s Brewery, and the 
typographer and copywriter have 
done it justice—a splendid adver- 
tisement, admirably suited to this 
issue of Punch. Matania’s work 
does not appeal to me, but he 
can certainly draw very well 


A_ charming bouquet—probably 
the pick of the bunch. 


indeed and his “Helen of Troy” 
for Ovaltine’s series of Famous 
Beauties in Repose will surely be 
much admired by most readers. 
Whether readers a hundred years 
hence will fully appreciate the 
commercial acumen of the Oval- 
tine people or merely marvel at 
their taste is a matter for specu- 
lation. 


* * * 


ALLIED JRONFOUNDERS appear 
to have dug up a remarkably fine 
photograph of the 1851 exhibi- 
tion showing the famous gates, 
made by themselves, that now 
separate Hyde Park and Kensing- 
ton Gardens, and their copy— 
though a trifle ponderous in its 
style—is perhaps more interesting 
than the copy in most “prestige” 
advertisements. Harrods have a 
charming layout in which the 
type, and some gay coloured 
illustrations of London life 
during the last 100 years com- 
bine to form a bouquet. “Con- 
gratulations!” reads the copy, 
“Congratulations to Punch, a 
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MIDLAND 
APPRENTICESHIP 


MANAGING 
DIRECTOR | 


Do not imagine that all readers of “The Birmingham 

Post” are captains of industry and city councillors. The 

paper is read by the electors as well as the elect. “What great ones do,” 
wrote the most famous Midlander of them all, “the less will prattle of.” 
Many a junior clerk has borrowed his principal's “Post” at lunch time, 
and later has become a regular reader at his own expense. The paper 
is read with purpose by many younger people serving their “apprentice- 
ship” in all classes of Midland industry and commerce. “The 
Birmingham Post” provides a valuable medium through which these 
potential leaders of tomorrow can be approached. 


y 
HI pace a 


*% Diagram based on population of selec 


Midlands towns 


Birmingham approximatel) 


To Cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 
s 
38 NEW STREET, BIRMINGHAM 2 London Office : 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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MUNICIPAL = JOURNAL 


and Public Works Engineer 


incorporating the weekly 


Authorised Gazette and Index 


Official Information 


Prepared and published in 


collaboration with : 


The Ministry of Local Government 


and Planning ‘ 
The Ministry of Works 
The Home Office 
The Ministry of Education 


The Ministry of Health 


Every Friday 


3/4 Clements Inn, London, W.C.2. 
Tel: HOLborn 2827. 


June 28, 1951 


REVIEW OF ADVERTISING 


(Continued from page 586) 


hundred and ten this year and 
one more reason for celebration 
when all Britain is in festival 
mood. Together we have seen a 
century of history in the making. 
Through gaiety and calamity, 
prosperity and austerity, Mr. 
Punch has measured the mood of 
the people, and even in the 
gloomiest days joy has at least 
been unconfined on Wednesdays. 
Long may his weekly merry- 
making continue.” 

That strikes me as prestige 
advertising of the first water. 
How very much better it is than 
merely saying so to show like 
this that a firm has charm and 
generosity, and let readers them- 
selves come to the conclusion 


The CARE of FRET o } cbibition. 
OR 


Have you met-a-tarsus lately? 


The pill is delightfully gilded 
with humour, 


that dealings with it would be a 
pleasant experience! 

All in all I think that Harrods’ 
bouquet is the pick of the whole 
bunch, and this is praise indeed 
for there are many other splendid 
advertisements in competition 
with it. 


* * * 


HAVE YOU SEEN the marvel- 
lous maps in the women’s maga- 
zines for Schweppes, with cap- 
tions by Stephen Potter? They 
are a real joy and should not be 
missed. 

In Punch there is a good deal 
more copy—also by Stephen 
Potter—and if there had been 
another ten words the joke would 
have become laborious: 


SCHWEPPIVARIA 


MR. SCHWEPPES is glad to 
take this opportunity of pub- 
licly associating himself with 
the Festival of Britain and the 
Centenary of the Great Exhibi- 
tion of 1851. Born himself 
fifty-seven years earlier, in 
1794, Mr. Schweppes began to 
provide the fizz which made 
Britain’ Fit for Festivals. 
adding, with an airy sparkle, a 
new Schweppervescence where- 


in Festivals might be floated 

and Exhibitions thrive. 

Historians will recall how, 
by almost imperschweptible 
degrees, Mr. Schweppes did 
away with such inexhibitable 
Bad Things as Rotten Boro-ighs 
(schwept away in 1832) and 
Napoleon, whose decline, 
dating from his pyrrhic victory 
at  Austerschweppes, was 
hastened on the snowy wastes 
and_ ice-cold schweppes of 
Russia, and completed by the 
Duke of Schwellington and the 
banishment to Schweppelena. 
The appointment of Schweppes 
as Sole Purveyors in 1851 fol- 
lowed automatically. 

One sees, really, that the 
whole conschwept of Festivals, 
from their first inschweption, 
was esschweppesially 
Schweppes.” 

Having copied this out in long- 
hand I have decided that it did 
not, after all, quite avoid being 
laborious. But the whole mad 


P 


a 


“Why, oh why, the banal and 
pompous phrase?” 


conception of the thing is, none 
the less, refreshing. 
* * ” 


Cuurcn’s SHOES have a very 
pleasant advertisement—a delight- 
ful example of the selling-pill 
gilded with good humour. Your 
attention is drawn, particularly, 
to the typography of the head- 
lines—a beautiful demonstration 
of the way a real typographical 
artist can break every rule in the 
book and still produce something 
that looks interesting and reads 
smoothly. 

* . * 


FINALLY WE have Pears Soap 
with illustrations in colour of its 
famous “Bubbles” poster and 

not so famous, but much more 
effective—the recent poster con- 
taining an enchanting colour 
photograph of a little girl with 
two pet rabbits. This made an 
interesting contrast but why, oh 
why, was it necessary to display 
at the foot of the advertisement 
the banal and pompous phrase: 
“The House of Pears”? 
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Descendants of visitors to Messrs. 
Spicer Brothers Stand at the Great 
Exhibition of 1851 are respectfully 
reminded that their paper problems 


can still with advantage be | 
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, ‘ 
1941 7,903 1942 8,587 1943 10,432 1944 13,416 


1945 17,750 


1948 38,776 


Better sales 


1949 42,952 


1950 45,742° \ 


FIGURES TELL THE STORY. Numerical figures that show the tremendous 
climb of The Economist’s sales these last few years. Human figures 
that indicate the stature of The Economist’s reader. For the man who 
reads The Economist is almost certain to be a BIG man. An important 
man, in an important business. A man of directorial status. These men 
at the top insist on quality in the goods they buy. And, because of their 
position, they create the same demand in millions of others—in the home, 
in commerce and in industry. Where else can vou reach such a market 
for so little as 40s. a page a thousand ? 


* Time-Life International, through Research Services Limited, gave 
a list of 35 British home and American export magazines to 1,002 
directors of principal companies in the U.K. The directors were asked: 
If you could have only one or two of these periodicals—which one 
or two would you want above all others ? Replies were analysed : 
THE ECONOMIST CAME Ist. 


The Economist 


The favourite periodical of Britain’s business and industrial leaders 
22 RYDER STREET * LONDON «+ SWI * WHITEHALL 1511 
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NEW BOOKS REVIEWED 


Case Histories Of Successful 


Marketing 


Case Histories of Successful Marketing. 
by Hector Lazo. (One of the Printers’ Ink 
Business Bookshelf series published in 
U.S.A. by Funk & Wagnalls Co., and 
distributed in this country by Mayflower 
Publishing Co., 38s. 6d.). 

“Business to-day has become so 
complicated that most progres- 
sive concerns (in U.S.A.) . . . 
find it helpful, if not indispens- 
able, to resort to the committee 
type of operations for overall 
policy decisions. . . . It is possible 
to consult the ‘best brains’ in any 
organisation and to bring to bear 
the composite thinking of the 
major executives on the solution 
of important problems.” _ 

That is how Mr. Lazo intro- 


| duces his approach to 55 case 
, histories. That is how 55 prob- 


lems were successfully solved. 
And as one reads through the 
stories, the place of advertising 
in the merchandising picture be- 
comes clear. Each problem was 
tackled by the management- 
committee approach. Advertising 
has one place on the committee, 
so that the advertising spokes- 
man has a say, if he so desires, 
in every phase of the overall 
operation of making and selling 
a product. It is clear that it is 
under these circumstances that 
advertising does the most efficient 
job. 

These histories cover a very 


| wide compass. Several, however, 


concern free or sample offers, 
or some other means of tempor- 
ary price cutting. In each opera- 
tion advertising is used exten- 
sively, not only to publicise the 
offer and create demand for the 
product under the special condi- 
tions, but also to “sell” the dealer 
who may be going to considerable 
trouble to increase turnover 
without actually increasing his 
profit. It is when advertising 1s 
so directly linked with merchan- 
dising that it can do its strongest 
selling job. 

An interesting conclusion, inci- 
dently, arose in nearly every 
history of an offer: While the 
operation itself was successful, 
demand for the product dropped 


| considerably after the offer 


| 
| 
| 
i 


| 


closed. In some cases this drop 
took sales even below the original 
level.—E.M. 


Story Of The C.W.S. 


A Consumer Democracy (CWS. Pub- 
lications Dept., Ss.) 


Because all concerned with ad- 


vertising must study channels of 


distribution, they cannot, what- 
ever they may think of its 
political manifestations, fail to 
interest themselves in the Co- 
operative movement. the develop- 
ment of which has basically 
altered the pattern of retail trade. 

This book will tell them a great 
deal they ought to know, for it 


relates the story of the Co- 
operative Wholesale Society and 
describes the present scope of its 
productive and distributive activi- 
ties. 

The story is well told and the 
book is beautifully produced, 
with lavish illustration in colour 
and monochrome. Elaborate 
charts show how the C.W.S. 
draws supplies from the world’s 
markets, and how its Board, com- 
mittees and sub-committees are 
constituted. 

Frank propaganda, but never- 
theless a valuable work of 
reference.—C.D.R. 


An Annual— 
After 88 Years 


The British Trade Journal and Export 
World Directory (British Trade Journal 
and Export World, £1 15s.) 


The first directory which this 
journal has published in its 88 
years’ history, it will appear every 
other year. It is designed prim- 
arily to assist the overseas busi- 
ness house in finding sources of 
supply in Britain, the main fea- 
ture being a classified buyers’ 
guide, giving thousands of manu- 
facturers under product-headings. 
It is indexed in French and 
German, as is the merchant 
shippers’ section. 

Transport facilities, trade asso- 
ciations, and U.K. hotels are a 
few of the many other subjects 
on which information is oI 


IN BRIEF 


For Festival Year. Dunlop 
have issued a new edition of The 
Dunlop Guide to Great Britain 
which gives motoring details of 
all kinds, including hotels for 
motorists, golf courses, etc. 

* * * 

The Annuaire Professionnel des 
Industries Belges de la Papeterie 
et des Arts Graphiques has been 
issued again by Editions Ariane 
and contains classified trade lists 
for all sections of the printing 
and paper industries. 

* * * 


In Quest of Pleasure with Bon 
Viveur (H. A. & W. L. Pitkin 
Ltd., 1s. 3d.) is reprinted from 
articles published in the Daily 
Telegraph, and describes some 
excellent meals in some of the 
finest inns in England. Illustra- 
tions of villages and old buildings 
enhance the attractiveness of this 
booklet. 
* * * 


Printer's Guide, by J. F. 
Cummins (Cahill & Co.. Ltd., 
Dublin, 2s. 6d.), helpfully dis- 
cusses, in smal] compasses, the 
major problems confronting the 
printer. 


| _—_ a 
| Pa _ z 
‘ — en - on a 
y 9 Os = 
— 
E “ \,.\ BX) “ 
m bigger XF — oF 
= - ——— _ , 


June 28, 1951 


How & where 


people live, 


work, spend 


O BUILD a marketing organisation ora sales campaign 
without the facts and figures contained in “The Home 


Market’ (1950 revised edition) is to shoot in the dark. For , 


here is collected, tabulated and displayed a mass of inform- 
ation on one of the most fascinating subjects in the world— 
how other people spend their lives and their money. Such 
information—and in particular the trends that it discloses— 
is vital not only to all whose responsibility it is to plan and 
organise business, but also to every sociologist, economist, 
administrator and politician. 

Chapters in “The Home Market’ include “The Future Popu- 
lation of Great Britain’, ‘The Social Pyramid’, “The Distribu- 
tion of Incomes & Wealth’, ‘Household Budgets’ and so on. 
Statistics are graphically displayed in chart and pictorial 
form, and each section discussed in some detail by Dr. Mark 
Abrams, of The London Press Exchange Ltd. and Research 
Services Ltd. ‘The Home Market’, first published in 1936, 
has been continually revised and enlarged since. 


7 
THE HOME MARKET 


15/- on 15/6 post Free 


From all leading booksellers, or from the publishers 
GEORGE ALLEN & UNWIN LTD 


ADVERTISER'S WEEKLY 


@ 13,520 people are earning 
good money in general en- 
gineering. 


@ 9,769 people are earning 
good money in market gar- 
dening and agriculture 
supplying a large proportion 
of the garden produce re- 
quired by the Home counties. 


@ 3.451 people are earning 
good money in electrical and 
marine engineering. 


@ 2,699 people are earning 
good money supplying the 
national demand for bricks 
and fireclay goods 


If you want to sell your goods to the people of Bedfordshire 


Advertise in 


THE BEDFORDSHIRE 
TIMES AND STANDARD 


NET SALE 30,876 ABC 


THE BEDFORD RECORD 
SERIES 


NET SALE 19,46! ABC 


ERNEST LUMSDON : London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD 
167-170 FLEET STREET, LONDON, £.C.4. TEL: CENTRAL 3265 

Leeds Office: Russell Chambers, Merrion Street, Leeds 2. Tel: Leeds 24996 
Manchester Office: Midland Bank House, 26 Cross Street, Manchester 2. Tel: Blackfriars 3930 


~ >. iin he Eh ie i cays ig A a. a a ae oo [a2 
"is Sa a 591 es . 
‘. BEDFORDSHIRE | 
4 al, GE 
me Ol 
ie —_—_— : 
a i lees) , 
TE ——$_$A “EE a 
ee: aa sath ) 

os ee 7 \ Fad Ras : 
ir < es a i iy . 
a a \ 3 7 Hea 0) Op 

c ' 0. 
Fg a 
+ | 
ei : i 
4 DD oF 
me |b | 
Pa ° ? ' 
‘. JT Ss ) 
. a 
ein : _ 
A 
ii Pal 
4 i 
a 7 | | 
. wy 
i | ee | 
. bs 
LLU ce 
= PS 
be 

was a  —_—_—_——————— 

. I " 

es nes = gb. F- —— t =e 4 : 7 


Womans own 


this time in the 
| fashion field! 


A national media list is chosen to sell fashion. 
WOMAN’S OWN comes FIRST. FIRST on cost 


per reply; FIRST among mass-circulation weeklies; 
_ FIRST all along the line — and comfortably too! 
Here, then, is the obvious FIRST CHOICE for 


your Autumn and Winter Campaigns. But advertisers’ 


AE TOG! 


demands still greatly exceed the space available. 
Already ALL COLOUR FOR 1951 HAS 
BEEN BOOKED. If you wish to reserve your share 


“wv th athena 


of the rapidly shrinking black and white space, 


please advise us at once. 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, 
Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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ISPLAY men and research 
men have not seen enough 
of each other in the past. As 
a result, little has been said on 
what research can do to help 
the creative designer—and not 
very much has been done in 
practice either. 

Research in relation to display 
confines itself in the main to the 
collation of facts and opinions 
which, taken together, will give 
the creative man the best possible 
description of the — situation 
within which his creative designs 
have to achieve their effectiveness. 

There is, of course, the second 
step, in which research attempts 
to pre-test the effectiveness of 
designs. But that is a much more 
difficult task which the research 
man approaches with great care. 

What can research do for the 
display men? There are three 
main jobs for research: The first 
—it can give the display man the 
conditions in which his display 
will be operating; in particular it 
will give him a detailed assessment 
of the types of customers who are 
likely to see the displays. 
Secondly, it can indicate in some 
circumstances which of several 
suggested displays is most likely 
to be effective. Thirdly, research 
can check which display was in 
fact the most effective. 

People often ask: “Is not 
research a luxury?” This was 
never true and, to be a little Irish, 
it is less true than ever to-day. 

It is the more essential to-day 
because of the very rapid changes 
in commercial conditions taking 
place. 

On the one hand you have the 
increase in the cost of living. On 
the other hand there are also con- 
siderable changes taking place 
in retailing conditions. Self- 
service methods of distribution 
are now fully upon us, and their 
influence will be felt increasingly 
during the coming months. 
These alone are strong reasons 


for keeping a closer, more de- 
tailed, watch on market condi- 
tions, and for improving to the 
utmost all forms of display. 

Research techniques are simple 
in principle: They may even 
seem to be over-simple. The re- 
search man is no magician con- 
juring up answers to the most 
difficult display problems—with a 
slide rule as his wand. 

Most good research techniques, 
are in essence quite simple. \t is 
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DISPLAY & COMMERCIAL ART 


A Research Man Tells How He Can Help 
You Get More Efficient Displays 


June 28, 1951 


By JOHN K. LAMBERT, 


bers of buyers in the different 
parts of the store. 

In relation to specific counter 
displays, the count can distin- 
guish those of the passers-by who 
stop at the display, and further, 
those who actually make an 
inquiry; and most important of 
all, of course, those who make a 
purchase. 

This type of research is essen- 
tially common sense. Despite its 
simplicity it is not used as much 


displays. 


Last month a display man, St. Julian Bown, out- 

lined how he uses research to help him in creating 

hid This is a research man’s approach to 

the same subject. The article is part of an address 

Mr. Lambert gave to the British Display Association, 
London Branch. 


the details of their execution that 
are ofter~more complicated. 

In the first category of research, 
that of ascertaining the conditions 
in which displays will be operat- 
ing, two types of investigation 
suggest themselves; those relat- 
ing to conditions outside the shop 
and those relating to conditions 
inside. 

Research outside the shop on 
window displays, can comprise 
a count of the numbers of 
passers-by; and, in more detail, 
of those among them who glanced 
at the windows; who stopped and 
looked in the windows, and 
finally who entered the shop. The 
figures can be broken down to 
show the sex of the persons con- 
cerned; their ages; their social 
class, and the counts can be de- 
tailed for different days of the 
week and seasons of the year. 

In the same way, inside, the 
flow of customers in different 
parts of the store can be 
measured, broken down in the 
same sort of detail and that flow 
can be compared with the num- 


as it should be. However, at least 
one of London's large depart- 
ment stores has modified its 
whole customer conception and 
approach after carrying out this 
sort of inquiry. 

A more difficult field of re- 
search is that concerned with pre- 
testing of displays. With window 
and large group displays, the 
limitations of expense and time 
impose considerable restrictions 
on research. 

For larger displays, I suggest 
the technique of group discussion 
of the display in its mock-up form 
by a small group, say 8-10 
persons, roughly representative of 
the store’s customers. If a mock- 
up is impracticable then the same 
technique can, of course, be ap- 
plied to the finished display, to 
provide lessons for the future. 
The spontaneous reactions of the 
group will pin-point the good and 
bad points of the display. The 
most satisfactory way of using 
this technique is by recording the 
discussion. It may then be played 
back for the customers’ com- 


Research Manager, F. C. Pritchard, Wood & Partners Ltd. 


ments to be analysed at leisure. 

Another method is to put the 
proposed display among one or 
more earlier ones on the same 
subject. Invite a number of 
people to briefly examine them 
and later ask their description 
and comments. In this way some 
indication of the relative attrac- 


tion power and remembrance 
value of the displays can be 
obtained. 


Finally, of course, a display 
which is to be used in many 
windows in a chain of stores, can 
be tested in one window and 
modified as a result of that test. 

For counter displays, a possible 
method is that of exposing two 
proposed displays in successive 
weeks on a counter and assessing 
the results as mentioned. Com- 
parison of the figures will give 
some indication of which display 
is the more satisfactory. 

If the checks suggested are car- 
ried out for different displays 
over a period of time, then com- 
parison between the results— 
taking into account extraneous 
factors such as weather—will go 
far to indicate the relative effec- 
tiveness of these displays. 

In this way a continuing research 
programme on display matters 
will yield ever increasing divi- 
dends to any store. 

Finally. many people will want 
to know “Js not research expen- 
sive?” The answer is necessarily 
vague. Roughly speaking a 
consumer survey amongst 2,000 
men and women spread all over 
Great Britain will cost approxi- 
mately £1,750—and may save the 
manufacturers ten times that 
amount. 

In relation to display I think it 
is not untrue to say that effective 
research can be carried out cer- 
tainly as cheaply, perhaps more 
cheaply, than on any other single 
aspect of distributive methods— 
for as little as £30—4£40—£50 in 
some cases. 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need! 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.! 


Telephone: 
MUS. 0124-5 
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we need a 


REPRESENTATIVE 


with an existing g Advertising Agents. 


e 

e 

+ 

. 

7 

. 

+ 

° 

+ 

7 We are a young Company and the man we are looking 
° for should also be young in outlook and approach. He must 
e have confidence in us, and in his own ability, as the jam 
e on his bread and butter will be earned largely by results. 
e This is a long term policy and we hope that the man who 
e joins us will be with us many years from now ; in due 
e course, if we still like each other, there will be a Seat 
e on the Board. 
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We ore Sole Agents for the following Artists: 


ANDRE FRANCOIS MAZ 

BEETLES MICHIE 

COLEMAN MITCHELL 
LAURENCE DUNN REGINALD MOUNT 
ECKERSLEY OATES 

EILEEN EVANS 

ZOLTAN GLASS BRUCE ROBERTS 
HEWISON DOROTHY ROGERS 
HODGSON SHOWELL 
HOROWICZ WHITEAR 

PETER LAMBDA A. J. WILSON 


ARTIST PARTNERS LTD., 


9, Lower John Street, W.1. Telephone No: Gerrard 1157. 
Managing Director: G. Donovan Candier, M.B.E.,F.R.S.A 


Designers WATER 
OPAQUE COLOURS 


These colours, which include the attractive Tyrian Rose, brilliant 


| Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 


| of the artist and designer. Prove their excellent qualities and give — 


| your work that extra brilliance so vital to attractive designs by — 


testing them now ! 


REEVES & SONS, LTD. | 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 


REA OOO AE Ee 
ALAIALALALALAIALALALALAIA! 


LONDON WALL 9594 


x 


A NEW NUMBER FOR A NEW SERVICE 
TYPESETTING 
ELECTROTYPING 


STEREOTYPING 
PROCESS ENGRAVING 


VERULAM CRAFTS LTD 
7-8 Great ~~. _ London 


NOTE THE NAME AND NUMBER 


MALARARA RADA RAS dd 
TAALALALALALALAIALALAIALALALALAP |< 
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the household 
word for the 


printed word 


at home or abroad you will always 


find the printed product of the 


LINOTYPE 
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Studio Seven 
Limited 


47 RED LION STREET: W'C:l 
TELEPHONE: HOLborn 9357. 


Compiete 
and Water Colours, 


| but there's only ONE 


and Brushes always in 


uick SERVICE 


every Multilith and Rotaprint pony 
ice and (2) consistent high a. F .'— 
a which The Strand Lithographic © . 
peor You are invited to cman 5 a 
where you will receive courteous & immed: 


Pog 2a ive service invaluable. 
and comprehensive vice S. 
a A — the Company ‘handles the job 


for your machine. . - 


‘ 

a Haw: 
user of 
Two essentials to 

are (1) Rapid reliable 
features of business 
built up monet 
below—Terminus 2 


attention 
Many concerns find 


Simply supply the basi 
idea to finished plate ready 


HE STRAND LITHOGRAPHIC CO. LTD 


ments of the Commercial Art World. 
range of WINSOR & NEWTON'S Poster, Designers’ 


stock. 


COLYER & SOUTHEY LTD 
17-18: TOOK'S COURT*CURSITOR STREET-E-C-4 


157 FARRINGDON: RD. LONDON E.C.I. Telephone Terminus 269! (4 lines) 


Rathbone /24/ 


596 


Design, Copywriting, Print, Display & Photography 


* 


DESIGN FOR SELLING 


* 
Please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1 


ViCtoria 5303 (6 lines) 


RENART DISPLAYS 
STUDIO LTD EXHIBITION STANDS 
cans 32 || MERCURY 
o 7121 DISPLAYS LTD. 
245 VAUXHALL BRIDGE R 
SCREEN PRINTING JVICTORIA - S.w.i - TEL. Vic 0912-3 
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JUNE 


‘SHALL WE EXHIBIT? 


If the answer is ‘‘Yes”, and it is your 
first venture into this field of sales 
promotion, listen to the advice of 


LAURA BRENT 
who, as public relations officer 


of a secretarial college, has had 
a lot of exhibition experience. 


ORE and more exhibitions 

are being organised. And 
with each new one another lot 
of representatives is let loose to 
canvass the vast array of “‘pros- 
pectives.” One of them will 
come to you soon. Here are 
a few pointers which may 
help you to reach a profitable 
decision. 

Get clear in your mind the 
kind of exhibition you are being 
invited to enter. 

Professional! 


exhibitions, in- 


| cluding medicinal, nursing, scien- 


tific and similar topics are 
designed mainly for prestige pur- 
poses. No sales to the public are 
allowed as a rule. At trade ex- 
hibitions designed primarily for 
trade buyers, orders are taken but 
goods are not sold directly. In 
general exhibitions, such as the 
Daily Mail \deal Home, direct 
sales are made to the public. 

Next find out how the pro- 
moters propose to get people to 
attend the exhibition. 

There should be proof of some 
sort of publicity. It is as well to 
ensure that this is directed at the 
customer you hope to meet. 

Now, the question of cost. 

It is impossible to get out of 
an exhibition inexpensively, 
though, in the long run, the 
results are likely to prove it to 
have been cheap at the price. The 
cost of space varies considerably. 
The Daily Mail Ideal Home at 
Olympia is 28s. 6d. per square 
foot; the B.LF., Birmingham 
costs 5s. 6d. per square foot; the 
Schoolboys’ Own Exhibition at 
the Horticultural Hall is 12s. 6d. 
per square foot; the Office 
Appliance Trades Association 
charged 14s. 6d. per square foot 
for their exhibition at Olympia 
this month. 

Are these prices high? Some 
people seem to think they are far 
too high. But I am not so sure. 
Over 1,090,000 visited the Ideal 
Home exhibition last year. If, 
for the sake of argument, your 
stand was 200 square feet, the 
space cost about £300—that is to 
say, approximately 5s. 6d. per 
thousand. And here are your 
prospective customers, at this rate 
per thousand, looking at your 
shop window and actually talking 
to your salesmen. One of the 
reasons they are there is because 
the exhibition organisers have 
spent thousands of pounds on 
promotion and in building up the 
prestige of the whole show. The 
rent alone at Olympia is £1,000 


per day and this is only one of 
the items of cost. It is not really 
expensive at 28s. 6d. per square 
foot. 

There remains the even more 
important matter, the design and 
construction of the stand. 

On this you can spend just as 
much as you like. Take the cost 
of a shell stand as Ss. per square 
foot and you will be somewhere 
near the mark to-day. But he 
would be a brave man who ven- 
tured to foretell future prices. 

Of course, intelligent planning 
would ensure that the total cost 
of your display is not carried by 
one exhibition. Units can be used 
over and over again for windows 
and interior showcases. 

_ Location of the exhibition is an 
important element in considering 
cost. 

The further from home the 
greater the cost of incidentals. 
This was found to be such a 
deterrent in the case of overseas 
exhibitions, especially those 
mounted in the hard currency 
markets, that the Board of Trade 
found it necessary to give a little 
cash encouragement. Further, 
the Treasury recently announced 
exchange control concessions for 
goods exported for exhibition 


purposes. Bank of England per- 
mission to ship is no longer 
required. 


Sales literature is, of course, a 
“must” for your stand. 

Whatever kind of exhibition 
you are going in for, and wher- 
ever its geographical location, one 
thing is certain: it is false econ- 
omy to stint on sales literature. 
Forget your out-of-date cata- 
logues and the brochures that 
were appropriate to the condi- 
tions of three years ago and to a 
different kind of sales promotion. 

Well, is all the sweat and bother 
of exhibiting worth it? I am a 
whole-hearted believer in exhi- 
bitions, convinced that if policy 
is properly thought out and par- 
ticipation meticulously organised 
the advantages are all in favour 
of exhibiting. 

For consider: at exhibitions 
you Meet your customers on 
neutral ground, where they can 
tell you exactly what they think 
of your goods and services. It is 
far easier to get an honest opinion 
of your business outside your 
office than within it. And this 
is reciprocal. You learn more 
about your customer and—I say 
it in a whisper—you can glean 
some information about your 
competitor's products. 
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ADVERTISER'S WEEKLY 


ABC NET SALES 281,324 
COPIES A MONTH 

£204 a page 

Type area 8}" x 6” 


Advertisement Manager 

S H BOWDEN 

Stitchcraft Ltd. Gt. West Rd. 
Brentford Middlesex 

Tel. EALing 6283 


CONCENTRATE YOUR ADVERTISING 
WOMEN WHO MEAN BUSINESS 


[a A Service to Advertisers 


IT IS NICE TO KNOW THAT 
SOMEBOD) CARES ... The human 


race divides into three groups—men, women, 


and advertising production men. The latter are 


hectored by their directors, and misunderstood by 
ther wives. At Charles G Read they find solace 
and repose, for here we make a point of under- 
standing their problems. In times of stress, it is 


a comfort to know that SOMEBODY cares. 


Conrad's offer their. range of Diaries, CHARLES 
Calendars, and other lines, made up to & READ | 


the requirements of your customers. 
Please write for details and scaled 
price list to :— 


Printers by p -litho-o ff s¢ 
THE CONRAD PRESS LIMITED | mers by photo-litho-of 


193 SLOANE STREET - LONDON : S.W.} | (27 CHANCERY LANE, LONDON, W.C.2. PHONE HOLBORN 2882 
SLOANE 6151-3 crw 
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“MORANE?’ 


For a superior finish on showcards and other 
printed matter use 


‘MORANE’ HEAT SEALING 
TRANSPARENT PLASTIC MATERIAL 


Can be fixed with a small press at your own or 
at your printer's premises. 


Demonstrations by appointment only. 
@ 
Full details from : 


MORANE PLASTIC CO. LTD. 
21 Woodthorpe Road, Ashford, Middlesex 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith nd Rotaprint users. 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing of the process for firms with their 
and Duplicating, we are, however, | own equipment. 


3 RATHBONE ST., W.1 MUS. 0653, 4103 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


SILK SCREEN PRINTING) | 
Phone 20) . 


EALing 3626-7. 


Replicards Ltd 


598 


} 


EALING. W.5 


407-409 
ewan VARD.va HORNSEY ROAD 

HOLLOWAY 
MUSeum O70! LONDON N.19 
Esteblished 1910 ARC: 1178 & 3469 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone: POPESGROVE 502! 
Established nearly 40 yeors 


DISPLAY & COMMERCIAL ART 


HOW SOUND CAN PUT 
YOUR MESSAGE OVER 


By LYNTON FLETCHER, 


Managing Director, Recorded Sound Ltd., and 
Chairman, Association of Professional Recording Studios 


ISITORS to the Ideal Home 

Exhibition in recent years 
have noticed a sudden increase 
in the use of talking exhibits. 
They have seen a furnished 
room in which the chairs and 
the table spoke for themselves, 
or a kitchen in which labour- 
saving devices describe their 
own functions, and suit the 
action to the word. 

At exhibitions up and down the 
country talking devices ranging 
from a repeating telephone (“Jack 
Warner wants to speak to you”) 


to an outsize robot which answers 
questions, have been drawing 
crowds. 

All these devices used recorded 
sound to put over their message. 

Pioneers in this medium have 
realised that one of the main 
design problems in exhibition 
work arises from the fact that 
though people will look at a 
striking design they need con- 
siderable coercion to look closely 
enough to take in the message 
which the design is intended to 
project. In short, you can take a 
customer to an exhibit, but it is 
difficult to make him read. 

It is often easier to prevail 
upon him to listen: Broadcasting 
has conditioned us to listening as 
a matter of course. 


And, of course, the real attrac- 
tion of the talking exhibit lies 


| in the fact that no one can resist 


a well told tale. When an in- 
| triguing voice making simple 
| points in simple language is made 
| to coincide with movement and 


lighting, the result should be 
irresistible. 

The potentialities of the tech- 
nique are endless. There is the 
fact that it is easier to look and 
listen than it is to look and read. 
There is the fact that movement, 
light and sound are an intriguing 
trio. Best of all there is the per- 
sonal touch. With this technique 
one can repeat indefinitely not 
only the most appropriate voice, 
but the simplest and most appro- 
priate form of words for any 
given purpose. 

Consider a case in which all 


Mr. Cube has a long story to 

tell. What better means of 

putting it over than to make 
him talk? 


these advantages are combined: 
Selling lubricating oil. The usual 
method is to show various grades 
of oil in glass containers with ap- 
propriate legends. This is how the 
case is handled with the aid of 
recorded sound. Centre-piece is 
a Miniature crankshaft in sec- 
tions turning on a stand. From 
it emanates the familiar harsh 
sound of unoiled machinery. As 
you watch, the glass oil container 
lights up, a spotlight follows the 
passage of a drop of oil from the 
container on to the moving 
crankshaft, and instantly the 
harsh sound disappears, the 
crankshaft speeds up and the 
pleasant sound of sweetly running 
machinery is heard. The whole 
story is told in its most natural 
and therefore most effective form. 
We have been responsible for 
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You go on to a stand at an 
exhibition, pick up a ‘phone 
and listen to the voice of a 
cabinet minister. Or you 
see a machine component 
light up and then hear it 
say, “I am a crankshaft ...” 
The story is put over in its 
simplest, most direct form, 
says our contributor, to 
visitors who would probably 
not take in the message if 
they had to read panels 


of type. 


no fewer than nine talking exhibits 
at the South Bank Exhibition. It 
is worth taking a look at them. 

In the Centenary Pavilion there 
is a mode! of the Crystal Palace, 
which speaks its own eye-witness 
description of the opening of the 
1851 Exhibition. In the Power 
and Production Pavilion, the 
Central Electricity Control Room 


of the future describes the distri- 
bution of power. 

But it is the synchronised ex- 
hibits which attract most atten- 
tion. Probably the most popular 
of these is in the gallery of the 
Lion and Unicorn Pavilion, where 
a series of drawings light up in 
turn and are synchronised with 
current English phrases. There 
is, for example, the kind of 
mumbo jumbo which people use 
when talking to children and to 
dogs, and the technical wireless | 
amateur who has turned his | 
sitting room into a laboratory. 
Further along the gallery four 
miniature theatres repeat extracts 
from Shakespearian scenes. The 
stage lighting is synchronised and 
each theatre speaks in turn. In 
the same gallery is an automatic 
crossword puzzle which solves 
itself. 

In the Home and Gardens 
Pavilion a talking room shows 
the use of modern lighting, and 
as each source of light appears 


the commentator’s voice explains 
its purpose. 


The Story Of Swiss 
Bolting Cloth 


S is well known, the finest, 

most evenly woven and best 
grades of bolting cloth have 
been produced in Switzerland 
for a century past. 


The silk used is taken from 
cocoons gathered from one 
special area where the healthiest 
and strongest breed of silk worms 
is reared, and after a careful 
selection of the best cocoons, the 
inferior ones being discarded, the 
silk is spun into coarse threads 
by very experienced operatives in 
the mills. 

The threads turned cut by the 
spinning mills are not yet up to 
the standards of evenness and 
strength required. They are there- 
fore turned over to twisting mach- 
ines where they receive the neces- 
sary twist, after two to six or 
more threads have been combined 
in order to form the correct 
thickness. 

After being submitted to the 
necessary temperature in order to 
render the twist permanent, the 
silk is wound on bobbins or 
skeins as the case may be, and is 
then ready to be manufactured 
into bolting cloth. Before being 
admitted to the factory, however, 
all the threads are very accurately 
tested for evenness, uniformity, 
strength, elasticity and tenacity, 
in the famous silk conditioning 
works at Ziirich, which are 
equipped with the most modern 
silk testing apparatus. 

The warp also is manufactured 
in Zurich and is then taken miles 
away to villages in the moun- 
tains where the weaving in of the 
weft is accomplished by crafts- 
men working in their own homes. 

High up in the mountains, free 
from the wear and tear of modern 
industrial strife, men are weaving 
the silk bolting cloth which is 
used by the screen printer. One 


cannot call these men artists, be- 
cause they do not create, but they 
are craftsmen of the finest type, 
who, with painstaking care, weave 
regularity of mesh, long service 


and high bolting capacity into | 


Swiss silk. 


In this way, a perfect balance 


is struck between modern methods 
of silk manufacture and time- 
tested hand-weaving that produces 
such good quality. 

When the pieces come in from 


the looms they are examined care- | 
fully, yard by yard. After they | 
have undergone a finishing pro- | 


cess they are ready for tke screen 
printer. 


Twenty-five Watney's houses 
around the South Bank area are 
showing this stereoscopic display 
featuring Sandra Dorne, film star, 
and the company’s Red Barrel 
Pale Ale. The displays—colour 
photographs in gilt frames—are | 
lit from behind and are made to | 
hang on walls or stand on bar | 
counters. They are the work of 
Stereoptics Ltd. 


The 
Technique 
of 


Persuasion 


BY IAN HARVEY 


Invaluable to those new to 
advertising and strongly recom- 
mended to all advertising men 
and women, this book is a study 
of the technique of persuasion 
in its adver- 


various forms 


tising, political propaganda, 
public relations, leadership and 
the formation of morale, evan- 


geliem and salesmanship. 


19 pages of photographs. 
Just published at 13s. 6d. net 


THE FALCON PRESS 


$O YOU’RE GOING TO 
CHOOSE AN ADVERTISING 
AGENCY, by J. 7. Chirure 


“his (Mr. Chirurg's) analysis of the 
qualities and characteristics of the 
different types of agency is sound and 
shrewd... The British advertiser 
could learn much from this intelligert 
book which would facilitate trial anc! 
reduce error.’’—Scope 


“| can praise Mr. Chirurg’s book 
without hesitation . . . the author has 
rendered by writing it a valuable 
service to advertising. The principles 
it lays down should furnish a much 
needed guide to the evaluation of 
agency service...deserves to 
widely studied in this country not 
only by advertisers but by agents."'"— 
Advertiser's Weekly 


123 pages, 84 x 5§, 25/- 


HOW TO WRITE 
ADVERTISING COPY THAT 
SELLS, by F. E. Fehiman 


“To advertising people the case 
histories will be absorbingly interest- 
ing ...worth studying, particularly 
in these times, for its emphasis on 
what can be achieved with brief 
copy and small spaces."'—Scope 


“Mr. Fehiman'’s theory deserves to 
be taken seriously, if only because of 
the massive evidence of success he 
can bring to its support... will 
place many a copywriter straining for 
an idea deeply in his debt."’— 
Persuasion 


“Twenty-four case histories, ranging 

from ocean travel to mortuaries, are 

a valuable feature.""—Advertiser's 
eekly 


370 poges, S§ x 8}, 3916 


Sole distributors: 
MAYFLOWER PUBLISHING CO., LTD. 
17 FARRINGDON ST., LONDON, E.C.4 


Another job 
well done... 


Now on show throughout 
the country, this Coconut 
Square display was designed 
printed and constructed en. 
tirely within our organisation 
for Bonds of Bristol 


at 
décor 
ADVERTISING 


*& DESIGN: DISPLAY 
SCREEN PRINTING 
46 BROADMEAD BRISTOL! 


x tel. BRISTOL 26817-20460 
Lcnniceiihaiaiataal 
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ADVERTISER’S WEEKLY 
A complete set 
of Rate Cards for 
the ten evening 
and six weekly 
newspapers is 
NOW AVAILABLE. . 


NORTHCLIFTE 


NEWSPAPERS 


GROUP L” 


R. WH. PENNEY 
Advertisement Director 
Carmelite House, London, E.C.4.Cen.6000 


CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


July—Dec. 1950 
A.B.C. Figures 


London Representative : 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Central 9353 


Tele : 


Copies 
Weekly 


THE 
DERBYSHIRE TIMES 


SERIES 
over 105,000 copies 
per issue comprises 


The Derbyshire Times (82,578 A.B.C. bert.), the Belper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 
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SIGNS 


EVERY OESCaIPTION 
SUPPLY + ERECTION RENOVATION | 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


27. BOSTON ROAD. HANWELL W7. 
fai weo8 


ency pecia 
Prompt Persona! mole Servceest Confidence , 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 
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DISPLAY & COMMERCIAL ART 
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Display Notes 


HAT future for point-of-sale 
display material in the com- 
ing era of the self-service store? 
Four “brains” assembled by 
the Self-Service | Development 
Association who had this teaser 
thrown at them at a recent brains 
trust, were none too optimistic. 
Island gondola sites, which are 
a popular feature of this type of 
shop, provide good sites for show- 
cards, as Mr. A. Arnell, sales 
manager, Express Dairy Co., Ltd., 
pointed out. 

But space is very limited and, 
said Mr. H. J. Wicker, general 
manager and food trades depart- 
ment manager of the London 
Co-operative Society Ltd., goods 
must be packed and designed so 
that they will sell themselves. 

An independent grocer with 
only a small shop thought that 
window displays would always 
provide an outlet for showcards. 


* * * 


THESE VIEWS are interesting 
when compared with those of 
another brains trust: that of the 
British Display Association. Com- 
plaints were then made about 
manufacturers of branded goods 
who send out showcards indis- 
criminately to all stockists. 

Mr. L. J. Pryer. publicity con- 
troller, Bentalls Ltd.. said that 
no more than one in ten of these 
was ever used. Backing him, Mr. 
P. H. Whitney-Coates, display 
manager, I. & R. Morley Ltd., 
said that his firm had virtually 
stopped mass production of dis- 
play material for general distri- 
bution among stockists. They 
preferred to produce the type of 
material the retailer wanted—and 
would therefore use—although 
this entailed much shorter runs. 

When _ self-service becomes 
more generally adopted here. this 
policy of flexibility on the part 
of advertisers will be absolutely 
essential, 

* * 


THe BritisH DiseLay Associa- 
tion is again running a display 


competition. Photographs must be 
submitted by July 9. 

The Association has also been 
running its annual examinations. 
Almost one hundred candidates 
entered. Education authorities are 
reported to be showing much 
greater interest in these exams. 

* * . 

AN EXHIBITION of considerable 
interest to display people was that 
of Victorian and Edwardian 
costumes at Bentalls, Kingston, 
which was visited by Queen 
Mary. 

It was several months ago 
when the idea of this exhibition 
began to take shape. Amongst 
the old boxes belonging to Mrs. 
Cecil Brooke were found a com- 
plete collection of Victorian and 
Edwardian clothes which had 
been stored away for nearly a 
hundred years in dust covered 
boxes and regarded as a liability. 

First thoughts were of a man- 
nequin parade. Bentalls were 
contacted and Mr. Pryer wen 
along to see the collection 

He saw the possibilities for 
these clothes and booked the 
entire collection for the Bentall 
Festival Year Exhibitions. 

~*~ * * 

THE vaAsT aluminium roof of 
the Dome of Discovery on the 
South Bank and the gleaming 
surface of the “Skylon” are pro- 
tected against discolouration by 
a newly developed transparent 
lacquer which will find many 
uses in the display field. 

Tretol Chemiprufe is a clear 
gloss lacquer intended to give a 
protective coating to metal signs 
and other exposed display pieces. 
Designed for use on aluminium, 
alloys and other metals which are 
not usually painted, it is claimed 
to give a high degree of protec- 
tion against industrial atmos- 
vheres, brine, acids and alkaline 
vapours, effectively preventing 
discolouration of the treated sur- 
faces. This coating is extremely 
flexible. can be brushed or 
sprayed and is touch dry within 
an hour of application, 


| : , ia ; 
Queen Mary showed great interest in the exhibition of period clothes 
put on as part of the Festival celebrations at Bentalls, Kingston. 
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Festival Print: 


The Good 


And The Bad Of It 


INCE my criticism of the 
Seen Bank Guide several 

people have sent me their 
other Festival booklets evidently 
in the hope that I shall think 
better of them. But I cannot 
judge them from the same stand- 
point. Of its kind the South 
Bank book was a fair example; 
my complaint is that it was the 
wrong kind. 

Surely for such a Festival there 
should have been more imagina- 
tion, more experiment, more 
daring. But the book is as excit- 
ing as a rice pudding—though it 
is a very good rice pudding. 

One cannot really compare 
with it the Battersea Pleasure 
Gardens Guide. That is lightly 
written and illustrated with jolly 
sketches—but it has a different 
job to do and can afford to be a 
little frivolous. It is perhaps fair 
to say that the Battersea book is 
more appropriate to its purpose 
than the South Bank book, but 
the problem was a good deal 
easier. For example, Stanley 
Baron and Ruari McLean used 
Elephant italics for the Battersea 
headings and lively line sketches. 
Both would have been unsuitable 
for South Bank. Baron and 
McLean do score marks, however, 
for being willing to experiment 
and their courage was rewarded 
with a reasonable number of 
successes. Alabaster Passmore 
printed the book. 

But note, one of the best things 
in it is the Guinness ad. 
Guinness in Festival Land—with 
a Lewitt-Him drawing of the 
Guinness Clock and a new Walrus 
and Carpenter verse. 

* * * 


GALE AND POLDEN produced 
the Westminster Festival Guide. 


Again this is conventional—bread 
and butter, though the very best 
butter. It follows good conven- 
tional magazine practice with 
which we were all familiar in 
1938, if not before. It is printed 
on a heavy art paper which gives 
it the edge on the South Bank 
book. 
* * * 

HARRODS HAVE PRODUCED a 

small but excellent Festival book- 


PRINT REVIEW 
by 


Brian Hilton 


let opening a window on one 
phase of the British genius— 
craftsmanship. Each double page 
spread gives a small pictorial map 
of a part of the British Isles in 
which some article is produced, 
describes briefly the work and on 
the facing page shows examples 
available in the store with prices. 
The cover design, an historical 
study in brilliant colour, is cer- 
tainly something the Americans 
will like. 
* * * 
OUTSTANDINGLY GOOD is a wire- 
bound book produced by The 
Manchester Guardian entitled 
“Micawber never advertised with 
us. 
The tyxt consists of a series of 
quotations from David Copper- 
field which makes up the “case 
history of the advertising cam- 
paign carried out by Mr. Wilkins 
Micawber.” But since Mr. 
Micawber didn’t use The Man- 
chester Guardian the author of 


Micawber may not have used the “Guardian,” but Benedictine do, 
and Votrix, and Courvoisier, and .. . 


ADVERTISER'S WEEKLY 


CHARLES BUCHAN 


introduces his grand new 


FOOTBALL 


MONTHLY 


Won 52 large pages (11 in. x 8 in.) and 4-colour covers, 
packed with Football news, gossip, pictures and stories by famous 
writers and personalities, CHARLES BUCHAN’S FOOTBALL 
MONTHLY will be worthy of Britain’s greatest National game. 
First issue, dated September, will be on sale on all Bookstalls 
mid-August, price Is. 6d. 

Warmly welcomed by leading Football organisations, 
backed by the National Federation of Football Supporters’ Clubs 
who are organising subscriptions among the 500,000 Members, 
the Magazine is assured a great demand. From Trade response 
to date it is evident that our first print-order of 100,000 copies 

will be exceeded quickly. 


SEPTEMBER 
1951 


(+) 
Edited 
by 


CHARLES 

BUCHAN 
ond 
JOHN 

THOMPSON 


The Magazine 
of the 
National Sport 
* 


Cover Picture 
STANLEY 
MATTHEWs 
Blackpoo! 

& England 


| Dummy copies, 


advertisement rates and all details from:— 


MAGAZINE ADVERTISING LTD. 


, SALISBURY SQUARE HOUSE, FLEET ST., LONDON, E.C4 


Telephone: CENTRAL 1152/3 
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ADVERTISER'S WEEKLY 


Print Review—continued 


the book has indicated the names 
of many famous advertisers who 
use the paper regularly. 

The rest was a problem in 
presentation which has been 
brilliantly solved. Colour changes 
on successive pages are used with 
the freedom which is one of the 
advantages of spiral wire binding. 
Half pages alternate with full 
width pages, there are plenty of 
reproductions of ads. in 
montages, and drawings of Mr. 
Micawber dominate the book. 
Imprint is the main text type, 
with Bodoni, a condensed bold 
Egyptian, and reproductions from 
old newspapers blended with 
great skill to make a sparkling 
book. 

* * * 

SLICK COLOUR JOB is a quarto 
booklet produced by Alfred 
Bates for Michael Nairn & Co., 
Ltd., linoleum manufacturers. 
Colours are extremely bright, and 
pictures are set off by lavender 
grey flat colour borders—a useful 
ground colour because it doesn’t 
fight with anything else and black 
type prints well on it. Bodoni is 
as handsome as ever 

* * * 


ADDRESSOGRAPH - MULTIGRAPH 
Limited are producing a series of 
booklets telling the story of how 
their equipment is used in well 
known organisations all over the 
country. Format is similar for 
each. The first four have mauve 
and grey covers; I suggest a 


change of colour for each new 
book so that readers will recog- 
nise it as new. 

* * * 


“Cope’s Dersy Fare,” from 
the famous bookmaker, tells the 
story of the Derby and its par- 
ticipants over the years. Text is 
bright and most readable, but the 
combination of green and sepia 
inks has a slightly old-fashioned 
look. Too narrow margins give 
the pages an overcrowded ap- 
pearance. Could have been a 
book for the bookcase, but 
doesn’t quite make it. 

* * * 


A NEW BOOKLET published by 
Intel, the industrial caterers, em- 
ploys a device rarely used, but 
which is well worth considering 
when a strong colour is wanted 
on another. The cover of the 
booklet is in grey and has a red 
triangle printed letterpress. But 
over the triangle the words “Pur- 
pose and Practice” are printed 
silk screen in white—and the 
white has a brilliance which could 
not be obtained merely by letting 
the paper show through. 

Now that silk screen printing 
can be done at high speed on 
automatics, it offers designers new 
possibilities. 


* * 
JUBILEE PRINT 
Fifty years ago Goblin made 
the first vacuum cleaner. The 
souvenir |booklet is in sepia 
gravure, even the cover has only 
the one colour. It tells the story 


* 


of the development of suction 
cleaners, but once read is not a 
booklet most people would want 
to keep. 


* * * 


Ever Ready put a full colour 
varnished cover on their Golden 
Jubilee quarto book, which is 
printed letterpress, in black and 
pale blue. Text is subsidiary to 


June 28, 1951 
a series of photographs showing 
manufacturing processes. 


* * * 


Hanovia, who make _ultra- 
violet and infra-red equipment, 
celebrate their 25th anniversary 
with a history of the company in 
an octavo 24-page booklet. Text 
predominates; pictures should 
have been bigger. 


This Baby Sells Prams 


This special cut-out Baby figure was designe. to be displayed in 
Pedigree Prams. This new idea in pram promotion was first exhibited 
at the British Industries Fair where it aroused much favourable com- 


ment. 


It will be distributed throughout the trade. Agents are Colman, 


Prentis & Varley Ltd. 
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“... a greater volume 
of enquiries than with 
other trade journals” 


@ This has been our belief 
for many years. We are glad to see it 
confirmed by one of the trade’s pro- 
gressive manufacturers. Make sure that 
The Furnishing World is on your next 


appropriation. 


The - 
Furnis ing 


World 


180 FLEET STREET, LONDON, €E.C.4 
Telephone : CHAncery 8844 (15 lines) 


Published by Trade Chronicles Ltd 
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ADVERTISER'S WEEKLY 


Quick Facts 


Ne ener n 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and mosi 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake anything 
from a single counter display to a complete exhibition. 


The N. N. has been selected by the 

Council of industrial Design for exhi- Exhibition Stands 
bition at the Festival of Britain. — 
The N.N. is the only Journal witha | 
five-figure circulation. | 


NATIONAL NEWSAGENT, | 
BOOKSELLER, STATIONER 


107 FLEET ST., LONDON, E.C.4. PHONE CITY 2604 (4 lines) 


Exhibition Contracting. Design and fabri- 
cation. A Harris and Sheldon Stand 
indentifies a product as one of quality. 


ADVERTISERS & AGENCIES 
INDIA CALLING ? 


SUN PROCESS WORKS LTD. present compliments 
and invite your attention to the unique service they Three dimensional D isplay 
are able to render advertisers and advertising agencies Dealers’ Display Aids. Counter Display 


interested in the development of their Indian Market. a aa 


Correct translation, true-to-the-original setting in 
vernacular, satisfactory reproduction in the vernacular 
press are all difficult to be obtained without closer 
contact with the Indian conditions and the Indian 
Market; but they can be overcome by entrusting 
your servicing to Sun Process Works who have built 
up a reputation of being a first class block-making 
firm with skilled workmen—each one a master crafts- 
man—modern equipment and long experience. 

No matter how big or small, the same scrutiny and 
attention to details will be paid to all orders received; 
and what's more, delivered in time to catch the schedule. 


Clients’ satisfaction is our reputation. Display Figures 
e Life size and miniature, in plaster, papier 
Let’s get together to our mutual advantage Z catia, estan, ate, Cosstey and Under. 


cs wear figures, Advertising figures and 
SUN PROCESS WORKS LTD. 


Trade Marks. 
Harris and Sheldon Ltd. 
ESTABLISHED 1929 


WOODGATE, LOUGHBOROUGH 
8, Swadeshi Mills Compound, Off Charni Road, and at London, Birmingham, Manchester, Glasgow 
Bombay, 4. 


LGB. 
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ADVERTISER'S WEEKLY 


HEN THE International 
Advertising Conference 
ends, as it will, in a blaze of 
success, much of the credit 
will be due to a small body of 
leading men in British advertising 
who have inspired it with their 
faith and backed that faith with 
hard work. 

What manner of men are 
these? To mention them all is 
impossible, but here are pen 
pictures of just a few. 

* a a 
FIRST, Lord Mackintosh 
of Halifax, Conference president 
and chairman of the Organising 
Council. 

If there is among industrial 
magnates a typical John Bull, 
Lord Mackintosh is just that. A 
Yorkshireman, with a salty accent 
and an equally salty sense of 
humour, bluff, burly, shrewd, he 
is English to the backbone. No 
man in the world of advertising 
is more popular and respected. 

For 34 years he has been chair- 
man and managing director of the 
famous confectionery firm of 
John Mackintosh & Sons. Since 
1943 he has been chairman of the 
National Savings Committee, 
which, with 300,000 voluntary 
workers, is the largest voluntary 
organisation in the world, and is 
one of Britain’s biggest adver- 
tisers. 

To describe his life of public 
service would take a book—a 


A. Robertson- 
Macdonald 


war years, from 1942 to 1945, he 
was president of the Advertising 
Association. He has also been 
president of N.A.B.S. 
+ * 2 
SIR MILES THOMAS, president 
of the Advertising Association, 
by which the International Con- 
ference is being organised, is 
chairman of British Overseas 
Airways Corporation. From 1924 
to 1940 he was associated with 
the Nuffield Organisation, being 
vice-chairman and managing 
director of Morris Motors. 
During the recent war, he 
played a vital part in Britain's 
aircraft repair organisation, put- 
ting 88,000 planes back into ser- 


Spacebuyers in general have a tricky job to differentiate 


between the accustomed classification of media and the 


actual standing of the journals concerned. 


THE UNIVERSE is primarily a newspaper. Its readers 


far outnumber those of the rest of the Religious Press 


because they are satisfied that its columns contain the 


world’s latest news in which they have interest. 


THE UNIVERSE leads in its field and has a tremendous 


influence in both editorial and advertising. 


SALES RISE CONSISTENTLY 


A.B.C. Figure - December 1950 - 235,472 copies weekly 


Present sales exceed - 238,500 copies weekly 


Buy in the right market and get QUALITY - QUANTITY: RESULTS at 40]- per Sec. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE - 


BREAMS BUILDINGS - 


EC4 


LONDON - 


F. P. Bishop 


Sinclair 
Wood 


vice. He served in the Royal 

Flying Corps in World War 1, 

and was awarded the D.F.C. 
His interests are described as 


including writing, broadcasting, 
motoring, flying, shooting and 
golf. 


e + 

F. P. BISHOP, vice-chairman of 
the Organising Council for the 
Conference, and chairman of the 
all-important Programme Com- 
mittee, has occupied several of 
the most influential positions in 
British advertising. 

In his time he has been chair- 
man of the Advertising Associa- 
tion executive, chairman of the 
N.P.A. Advertisement Committee, 
and president of the Thirty Club 
of London, but his most lasting 
contribution to British advertising 
probably lies in his authorship of 
three books which are already 
recognised as standard works. 
These are Advertising and the 
Law, Economics of Advertising, 
and The Ethics of Advertising. 

Formerly an assistant manager 
of The Times, he is now general 
manager of the Newsprint Supply 
Co., and chairman of the News- 
print Rationing Committee. Since 
1950 he has been Conservative 
M.P. for Harrow Central. 

Sagacious, inclined to caution, 
deliberate in manner, “Pat” 
Bishop, doubtless because of his 
legal training (he practised for 
five years as a barrister) has that 
rare quality, the ability to express 
himself lucidly. He is a first- 
class public speaker. 

* = * 
ANDREW MILNE, chairman of 
the Conference Reception Com- 
mittee and organiser of the 
Welcome Club, is one of the 
pioneers of British organised ad- 
vertising. He was founder honor- 
ary secretary of the Advertising 
Association, and was organising 
secretary of the International 
Advertising Convention heid at 
Wembley in 1924. 

Andrew, who is chairman of 
the Fleet Street Column Club, is 
one of the most magnetic person- 
alities in the business. Genial, a 
delightful raconteur, a resource- 
ful and imaginative organiser, he 
seems to go everywhere and to 
know everybody. 

In his capacity as director and 
general manager of The Drapers’ 
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By CONTACT 


Record and Men's Wear, he is an 
outstanding figure in the textile 
trade. 


. a * 
COMMANDER Alan Robertson- 
Macdonald, as chairman of the 
Club Development Committee of 
the Advertising Association, will 
preside over “Clubs Day” at the 
Conference. He will bring to this 
task the breezy forthrightness one 
associates with the Royal Navy. 

His naval service, which in- 
cluded two wars, was for several 
years in submarines. He has also 
served in the Admiralty’s Naval 
Intelligence Division. 

Robertson-Macdonald _ is 
vertisement director 
cial Newspapers Ltd. 
past chairman of the 
Advertising Club. 

To everything he undertakes he 
brings a gusto, enthusiasm and 
determination that are quite ir- 
resistible. 

. = * 
SINCLAIR WOOD, chairman of 
the Conference Youth Scheme 
Committee, is a progressive, both 
in politics (he is a leading mem- 
ber of the Liberal Party) and in 
his approach to advertising. No 
one has a better understanding 
than he of the necessity for ad- 
vertising to attune itself to the 
social and economic circum- 
stances of the post-war world. It 
is no doubt because of this out 
look that he is so eager to 
encourage the young idea. 

Vice-chairman of . F. C. 
Pritchard, Wood & Partners Ltd., 
advertising agents, he is a pro- 
minent figure in the Advertising 
Association and has written and 
spoken extensively on  propa- 
ganda, advertising and market 
research. 


ad- 
of Provin 
He is a 
Regent 


WEEKS WISECRACK 


“We could do with him 
on our sales staff — he’s 
already sold the Skylon 
to three different over- 
seas delegates.” 
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28.516 


reply to Photoplay 
questionnaire 


om 


AMAZING 23-767, RESPONSE 


*. 


April issue of PHOTOPLAY contained a questionnaire inviting readers’ opinions of editorial 

contents. Within four weeks 28,516 questionnaires were returned to PHOTOPLAY’S editor : 

the astounding proportion of 23°76% of circulation. Analysis of questionnaires by an 
independent research organisation reveals that — 


75% OF REPLIES WERE FROM | THE AVERAGE NUMBER OF 
WOMEN AND 25% FROM MEN | READERS PER COPY IS SIX 


(This figure of six readers per copy excludes 5% of the returns where no indication was given). 


It is clear from these figures that PHOTOPLAY is a family magazine, and that its readers 
are keenly interested in its contents. 


PRESENT NET SALE 120,000 + TOTAL READERSHIP OVER 700,000 
PRESENT ADVERTISEMENT RATE £75 PER PAGE 


PHOTOPLAY 


Member of the Audit Bureau of Circulations 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication + 8-10 Temple Avenue, London, E.C.4 + CENtral 3514 
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advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION L" 
to the notice of lead- 
ing producers and 
packers of food 


(ADVERTISING) LTD. 
use & recommend- 


FOOD MANUFACTURE 


17 STRATFORD PLACE 
LONDON, W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY journal 
A covering Production; 
Refining ; Storage ; Distri- 
bution. PETROLEUM 
is read by technologists 
throughout the world. 


PETROLEUM 
is another 
publication of the 


MANUFACTURING CHEMIST 
PETROLEUM—FPIBRES 
PAINT MANUFACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen eopies on request 
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CURRENT 


CADBURY’S ON 
LUXEMBOURG 


Cadbury’s, “Advertiser's 
Weekly” understands, will shortly 
be taking a series of daily 
quarter-of-an-hour spots on 
Radio Luxembourg. 

London Press Exchange Ltd. 
and Colman, Prentis & Varley 
Ltd. are co-operating on the 
programmes. 

. * * 
Pearls Of 
‘Wisdom’ 

This week is Wisdom Dental 
Health Week. What is described 
as the heaviest concentration of 
toothbrush advertising ever pro- 
duced in Britain is explaining to 
the public why they should 
replace their toothbrushes this 
week. 

Display material includes a 
model Merry-go-Round to which 
is fixed a Dental Health Week 
banner. 

Addis Ltd., makers of Wisdom 
brushes, have also introduced a 
miniature version of their Grippy 
nail brush. Another new line is 
the Wisdom Compact toothbrush 
for which the handle is also used 
as a cover for the actual brush. 

Agents for Addis are the 
J. Walter Thompson Co., Ltd. 

7 * * 

All About South 
Africa 

The South African Tourist 
Corporation have appointed C, J, 
Lytle (Advertising) Ltd. as their 
advertising agents. 

Space _has_ been booked in 
national periodicals and national 
and provincial Press. Starting in 
July the schedule includes colour 
pages as Well as black and white. 

The function of the Corpora- 
tion is to assist the public with 
information on South African 
travel and holidays. It has no 
commercial interest, however, and 
does not accept bookings for 
transport or holidays. 

- * - 


BENSON’S HANDLING 
‘FESTIVAL RELISH’ 


Festival Relish is a new line 
put out by Keen, Robinson & 
Co., Ltd, 

Advertising is being handled 
by S. H. Benson Ltd. who are 
placing in Evening News, Evening 
Standard, Star, and papers in the 
Greater London area. 


* * * 
Dealer Support 
Sought 

Increased support from dealers 
for this year’s National Radio 
Exhibition (Earls Court, August 
28-September 8) is being sought 
by the Radio Industry Council 


Two posters are being issued— 


one announcing the title, place, 


ADVERTISING 


This is one of the posters being 
put out this year by the Radio 
Industry Council to publicise this 
year's National Radio Exhibition. 


date, etc., and the other listing 
some of the attractions in the 
form of a variety theatre bill. 

Other advertisement material 
available includes letter stickers 
and blocks, with the Radio show 
lion, for use in advertisements. 

A new piece of printed matter 
this year is a combined informa- 
tion booklet and admission ticket 
which is being sent to overseas 
visitors. 

- * * 


ACCOUNTS MOVING 


NUTREX CHANGE 
AGENTS 


From August | the account of 
Nutrex Ltd., makers of Nutrex 
jbread, will be ghandled by 
Saward, Baker & Co., Ltd. Press 
and outdoor publicity will be 
used. 


* * 


Paul Jonas Ltd., 
suits, have appointed C. P. 
Wakefield Ltd. for their adver- 
tising in class magazines. 

* * * 


S. C. Peacock Ltd. (London) 
have been appointed for Val de 
Travers Asphalte Paving Co., 
Ltd., makers of asphaltic pro- 
ducts. There will be trade Press 
advertising. 

* 


coats and 


* * 
NEW_ ACCOUNTS 


Cc. P. Wakefield Ltd. are 
handling Pest X Co. campaign 
for Ant-X starting next month 
throughout the London and home 
counties area with extensive Press 
space bookings and direct mail. 

* * * 

Fred Myers Tractor and 
Equipment Co., caterpillar tractor 
dealers, have placed their adver- 
tising with John Bennington Ltd. 
There will be advertising in 
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London and the home counties, 
selected industrial and contracting 
journals. 
7 * ” 
Coalport China Ltd., now in 
their third century of making fine 
bone china, are to advertise in 
class magazines and pottery trade 
Press. Ripley, Preston & Co. 
(Derby) Ltd. have been appointed 
agents. 
* * 


NEW _ CAMPAIGNS 


A series of advertisements are 
scheduled to appear in I/deal 
Home and House and Garden for 
Wade fireplaces made by A. J. 
Wade Ltd. Trade Press advertis- 
ing is now appearing. Agents are 
Severn blicity Ltd. (Kidder- 
minster). 

* * * 


Poster and Press advertising is 
appearing this month for Drum- 
mer Pine Disinfectant, manufac- 
tured by William Edge & Sons 
Ltd., placed by John Newton 
Cae) aaB,, Manchester. 


A Festival campaign for 
Eugtne permanent wave is ap- 
pearing in Daily Mirror, News of 
the World, Sunday Express, 
People, provincial evenings and 
Sundays and about 17 women’s 
magazines including Woman and 
Woman's Own. McConnell’s 
Advertising Service Ltd. handle 
the account. 

*« ~ ~ 

Advertising has started in the 
Liverpool, Birmingham, Stoke, 
Manchester and Coventry areas 
reintroducing the Kellogg Rice 
Krispie cereal. There is likely 
to be a national campaign later. 
Agents are the J. Walter Thomp- 
son Co. Ltd. 


Leathercraft 
Through The Ages 
The Army and Navy Stores in 
Victoria Street have transformed 
a considerable. section of their 
building into an Exhibition Hall. 

This was opened by an ex- 
hibition of “Leathercraft Through 
The Ages,” sponsored by the 
Leather, Footwear and Allied 
Industries Export Corporation. 
Beyond a museum _ showing 
leather throughout the ‘ages the 
large section portrays the many 
uses of leather to-day. This 
section has been designed and 
built by T. Robinson Studios 
Ltd., of Battersea. 


. *,? 
Fur Exhibition 

The Fur Exhibition, which is 
being staged at Beaver House, 
E.C.4, in connection with the 
Festival, has met with an 
enthusiastic response from the 
fur trade. 

It was designed by Cavendish 
Publicity Service Ltd. and con- 
structed by Beck & Pollitzer- 
Contracts Ltd. 

Divided into five sections the 
exhibition includes a collection of 
250 varieties of raw furs, a dress- 
ing and dyeing section, and a 
display of typical patterns and 
designs in paper and canvas. 
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Share Out Plans For 


EMERGENCY ALLOCATIONS TO SIX 
COUNTRIES: ‘NO’ TO BRITAIN 
By Our Paper Trade Correspondent 
Important moves are now under consideration at inter- 
national level for more equitable distribution of newsprint. 
The International Raw Materials Conference in Washington 
has recommended emergency allocations of 9,500 tons of news- 


print to six areas with “a 
critical need.” 

The suggested allocations are: 
the Philippines 2,500 tons, India 
2,400 tons, Yugoslavia 2,000 tons, 
Greece 1,500 tons, Malaya and 
Singapore 600 tons, and Pakistan 
500 tons. It was announced that 
American and Canadian pub- 
lishers had agreed to give up some 
of their stocks. 

The conference’s pulp and 
paper committee considered, but 
apparently rejected, applications 
for emergency allocations by 
Britain, Western Germany, and 
Italy. 


Production Up 


World production of newsprint 
has increased by nearly 20 per 
cent since 1939, but U.S. con- 
sumption has risen by over 65 per 
cent, so that other countries re- 
ceive smaller supplies than ever. 

The British Press last year re- 
ceived only 52 per cent of its 
average pre-war consumption. 

This was disclosed by the 
United Nations Educational 
Scientific and Cultural Organisa- 
tion in a report on prices and 
shortages of paper, prepared as a 
guide for discussion at its general 
conference. 

Since January 1, 1951, the 
price of paper in producer coun- 
tries has risen by 50 per cent and 
is still rising. 

In importing countries the in- 
creases are even greater. 

The report says: “The Press 
may soon be faced with the 
choice of going out of business, 
becoming the mouthpiece of poli- 
tical or economic. interests, or 
becoming a semi-luxury which 
only the comparatively well-off 
can afford. 


No Luxury 


“But, in a democracy, news- 
papers cannot be a luxury, and 
they must remain free.” 

The pulp paper committee of 
the International Materials Con- 
ference is now collecting informa- 
tion on newsprint, Kraft pulp and 
dissolving wood pulp (used in 
rayon and plastics) to find out if 
adjustments in distribution can be 
made. 

In present conditions the paper- 
starved countries can look only 
to the North American continent 
for immediate relief. Canada has 
already shown willingness to help 
by responding promptly to the 
call of the International Materials 
Conference to provide 2,500 out 
of the 3,000 tons of newsprint 
allocated to France for her 
General Election. But it is ques- 
tionable whether the Canadians 
would accept a major realignment 


of their newsprint exports if this 
involved a breach of contract 
with their influential American 
customers. 

C. D. Howe, Canada’s Produc- 
tion Minister, recently warned 
the industry that some reduction 
in the North American supply of 
Canadian newsprint might be 
necessary to meet emergency 
allocations internationally agreed, 
but assured producers that every 
effort would be made to minimise 
the impact of such reductions. 

Plans to share out supplies can 
only be a palliative, though a use- 
ful one; if the world is to be 
assured of adequate supplies of 
paper the problem will have to be 
tackled on a technical, long-term 
basis. Means will have to be 
found to use more fully raw 
materials that mature quicker 
than the spruce and pine, to-day 
the world’s chief sources of wood 
pulp; the processing of hard- 
woods will need to be fully ex- 
plored; and the less accessible 
forest areas will have to be 
exploited. Obviously _ these 


Newsprint 


The Urgent Need 
For Waste Paper 


The Waste Paper Recovery 
Association has raised its salvage 
target for 1951 from 1,000,000 to 
1,200,000 tons. 

This is stated by Mr. Sidney T. 
Garland, general manager of the 
Association, in a letter accom- 
panying the Association’s annual 
report. 

The rate of recovery for the 
earlier target had, in fact, been 
reached in April. The higher 
figure is necessitated by the fact 
that stocks are still only a little 
over two weeks’ supply and the 
full impact of the defence pro- 
gramme is still not being felt. 

The report recalls that both the 
mills and the merchants have 
agreed a basic price to local 
authorities of £6 10s. per ton for 
mixed baled waste. 


measures will consume plenty of 
time and money. 

Action cannot be too long de- 
layed if conditions of chronic 
shortage are to be avoided. The 
U.N.E.S.C.O. report contained 
this warning: “If only 5 per cent 
more people throughout the 
world learn to read during the 
coming year there will not be 
enough paper to give them books, 
newspapers, periodicals or even 
exercise books.” 


@ Continued from page 575 


ERRING AGENCIES REBUKED 


descriptions in question. It says 
much for the quick judgment of 
these advertisement managers that 
in almost all the cases the goods 
had in fact been inaccurately 
described. 

“The Association would like to 
put on record its appreciation of 
the confidence which is placed jin 
it by newspaper advertisement 
managers. It looks forward to a 
continuance of this splendid co- 
operation in the interests of both 
the newspapers and the retail 
trade in retaining the value of the 
advertising column.” 

The technicalities inherent in 
the description of consumer goods 
were not always easy for con- 
scientious advertising agents 
handling the copy of mail order 
and other traders. In many cases 
agencies, like the newspapers, had 
asked the Association for advice 
and sent goods for inspection. 
These approaches were welcome. 

The report continues: 

“It is noteworthy, however, 
that there are a few agencies who 
are very far from particular 
about their copy, paying little 
regard for the truth of their 
descriptions so long as they can 
produce a good sales story: 

“Considerable ingenuity is 
shown in stating the glamorous 
half truth. Purchases the Asso- 
ciation has made in these cases 
turned out to be inferior merchan- 


dise that no doubt disappointed 
the customers. Such advertising 
brings the profession into dis- 
repute and lowers the value of 
advertising for us all, a condition 
that the R.T.-S.A. was designed to 
prevent. 


“It is as well to make it clear 
that it is not the agency but the 
actual advertiser selling the goods 
who bears the responsibility in 
law for misleading description 
under the Merchandise Marks 
Act.” 

The genera! scrutiny of retail 
advertising throughout the coun- 
try had continued and large num- 
bers of border-line cases were 
brought to the attention of the 
Association, not only by mem- 
bers but also by other Associa- 
tions and by the public. In quite 
a number of cases misdescrip- 
tions had undoubtedly arisen 
from genuine errors, and in 
other instances from carelessness. 


On occasions the Association 
arranged that apologies should 
appear in local newspapers so 
that readers could be informed of 
errors in the description of the 
goods: advertised. These adver- 
tised apologies and corrections 
had not been confined to non- 
members of the Association. In 
one or two cases members had 
made mistakes and they had most 
willingly advertised corrections. 


Many good things to eat originate 
in Bath—Bath Olivers, Bath 
Chaps, Bath Buns—sufficiently 
popular to have quaint jokes made 
about them—and to form the 
basis of many healthy industries 
in the Bath area—industries which 


are partly responsible for the 
steady prosperity of the city and 
its adjoining countiés. 

This prosperous pocket of popu- 
lation should not be neglected in 
any national campaign. 


It is easily tapped through the 
Bath Chronicle which, for 9s. per 
s.c.i. gives you positive “blanket” 
coverage of the whole area. It's 
the only evening paper printed in 
Somerset, and sells 36,000 nightly 
—14 copies for every house in the 
city, with an extensive circula- 
tion in the county areas of Somer- 
set and Wiltshire. 


You can't cover the West 
properly without the 


K The ONLY evening paper printed 
in Somerset. Get full details from 
The Advertisement Manager, 134 Fleet 
Street, London, F.C 4. 
Telephone: Central 2767. 
GLOVERS 20115 
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ADVERTISER'S WEFKLY 


We Hear— 


THAT a call for a motor vehicle 
publicity organisation was made 
by the president (J. H. Beal) of 
the National Employers’ Associa- 
tion of Vehicle Builders when he 
addressed the annual conference 
of the Association at Llandudno. 


THAT this novel score board for 
the England-South Africa test 
matches at the Piccadilly head- 
quarters of the South African 
Tourist Corporation has attracted 
widespread attention. Not only 
the aggregate score is shown but 
also. the names, scores, and 
photographs of the batsmen in 
play. 


THAT V. W. J. (Bill) > 
managing director of W. 
Tattersall Ltd.. was presented by 
his wife with their second child 
a boy—last week. 
* * * 
THAT the final twenty swimmers 
have now been selected for the 
Daily Mail international cross 
channel swimming race. 
* * * 


THAT the second News Chron- 
icle stage and radio garden party 
will be held at Stanley Park. 
Blackpool, on Thursday, July 26. 
It will be in aid of the Variety 
Artists’ Benevolent Fund and 
Blackpool charities. 
* * 


THAT 17,000 went to Brands 
Hatch on Saturday for the 500 c.c. 
motor race meeting sponsored 
by the Daily Telegraph. G. P. 
Simon, general manager of the 
Telegraph, presented the Daily 
Telegraph International Trophy 
to the winner. 
* . 
THAT Gordon Wilkins of The 
Autocar (together with French- 
man, Marcel Becquart), won the 
1500 c.c. class of the Grand Prix 
d'Endurance at Le Mans last 
week-end. Driving a Jowett 
Jupiter he covered 1,707 miles in 


24 hours. 


TO MANUFACTURERS 


INTERESTED 


IN THE 


AMERICAN 
MARKET 


Mr. Louis de Garmo, president of de Garmo, inc., 
advertising agency of New York and Zurich, will 
be in London July 5th, 6th and 7th. 


Representing for many years continental and 
British clients, hs company offers a better than 
average opportunity for the British manufacturer 
who seeks advice counse! and distribution n 


America 


Ke will we'come calls at the Hyde Park Hote 


TELEPHONE: 


de garmo 


57 PARK AVENUE. 


SLOANE 


4567 


incorporated 
NEW YOR! 


16 USA 


Twelve “Eagle” club members, who had written prize essays on “The 


Outstanding Cricketer of To-day,” 


Evans at Lords on Saturday. 


met Denis Compton and Godfrey 
On the same afternoon another “Eagle” 


party of twelve prize winners in a painting competition sailed up the 
hames to Hampton Court. 


THAT while on holiday in 
Switzerland, John Skipper, 
director of Henry Good & Son 
Ltd. and Publicity Club of 
London member, was interested 
to see branded mustard — 
Moutarde Thomy — packed in 
tubes to save waste through dry- 
ness. And— 
* * * 
THAT J. P. M. O'Conner, of 
Paul E, Derrick Advertising Ltd., 
was rather taken back when he 
walked into a N.A.A.F.I. in 
Austria and saw a _ notice 
apologising for the increase in the 
price of whisky from 9s. 6d. to 
Ils. a bottle. 


THAT the Duchess of Kent 
visited the Odhams (Watford) 
Ltd. stand at the Watford Indus- 
trial Exhibition. 
* * * 
THAT as part of their golden 
jubilee celebrations, Smith 
Davis Ltd., makers of * “Clipper” 
stair carpet holders and * “Beacon” 
brass ware, held an “open day” 
for trade rm seprensatntives. 
* 


THAT re-introduction of inter- 
leaf advertisements in books of 
stamps is being considered. 

* * * 


THAT Keystone Press Agency's 
Channon Wood claims a record 
for his exhibition team. They 
covered three exhibitions in three 
countries — Holland, Northern 
Ireland, and England—in a week. 


THAT Eric Sharvell, of Stuart 
Advertising Agency Ltd., designed 
this stand for Simplex Electric 
Co., Ltd., at the recent British 
Electrical Power Convention Ex- 
hibition at Brighton. It was con- 
structed by Cc vot Puateiy. 


THAT Charles Hofton, head of 
the Rumble, Crowther & Nicholas 
copy department, holed out in one 
at Harpenden Golf Club and paid 
the usual penalty. 
* * * 
THAT Roger Falk, director- 
general of B.E.T.R.O., spoke on 
“To-morrow’s exports—the story 
of a long term research project” 
at a meeting of the Radio Indus- 
tries Club yesterday (Wednesday). 


ADVERTISING 
DIARY 


29. 
ADVERTISING CLUB 
boat.” Wes 


y, 2. 

INCORPORATED SALES MANAGERS’ 
AssociaTiON (LEEDS BRaNcH) and 
Pusticity CLUB or Leeps. Speaker : 
Robert A, Whitney, president. 
National Sales Executive of the 
US. Hotel Metropole, Leeds. 
6.30 p.m. 

y, July 

INSTITUTE ‘OF PusLic RELATIONS. 

._M. J. Buckmaster on “ 


12.45 p. 
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Publications News and Notes 


‘Festival Free 
From Bias’ 


A Labour Party publication, 
Festival, was deliberately de- 
signed to exploit the Festival of 
Britain for party purposes, alleged 
Mr. J. A. Boyd Carpenter, M.-P., 
in the House of Commons. 

The Lord Privy Seal (Mr. 
R. R. Stokes) claimed that pub- 
licity material issued by the 
Festival Office was produced in 
conformity with the content of 
the Festival programme under 
the supervision of representatives 
of all political parties. Freedom 
of the Festival from political bias 
had been generally recognised. 

“I have nothing whatever to do 
with what the Labour Party or 
the Tory Party do,” he continued. 
“There is no _ political propa- 
ganda in the Festival publica- 
tions. If any political party 
chooses the Festival name, I can- 
not help it.” 

* * * 


Public Opinion has suspended 
publication as from the June 22 
issue. The management state 
that this decision has _ been 
reached with the greatest reluct- 
ance, and add: “The rapidly rising 
costs of production have com- 
pletely distorted the economic 
framework and the acute short- 
age of paper has been a further 
burden.” 

* * . 


The Burlington Publishing Co. 
(1942) Ltd., announce that, with 
the June 30 issues, the price of 
the Angler's News and Sea 
Fisher's Journal will be raised 
from 6d. to 9d., and of the 
Shooting Times and C 
Magazine from ls. to Is. 3d. 

* * * 


A witty sidelight on the 
current metal shortage is con- 
tained as a loose-leaf foldér in 
The Metal Bulletin. Drawn and 
coloured in imitation of the 
Bayeux Tapestry, and called the 
Whitehall Tapestry, it purports to 
be an “amazing discovery in the 
ruins of Old London” in the year 
A.D. 3351, the various episodes 
showing the disastrous effects of 
the metal famine. 

* * * 


A message of welcome to 
Overseas visitors by Edmond 
Warnock, K.C., M.P., attorney 
general for Northern Ireland, is 
included in the June issue of 
American and Commonwealth 
Visitor which includes a supple- 
ment devoted to Northern 
Ireland. Carlisle is also featured 
in the issue. 

- * * 


In an exclusive arrangement 
with five Government depart- 
ments, the Municipal Journal 
begins publication this week of 
an “Authorised Weekly Gazette 
and Index of Official Informa- 


tion.” The gazette will contain all 
circulars and bulletins touching 
on local government which are 


issued by the Ministries of Local | 


Government and _ Planning, 
Works, Education, and Health, 
and the Home Office, who will 
collaborate in the preparation of 
the material. 
* . * 
Recent issue of the Shoe and 
Leather Record included a 104- 
page Festival supplement sup- 
ported by nearly one hundred 
advertisers. Editorial content 
contrasts the leather industry to- 
day with that of 1851. 
~ * * 


Henry Longhurst on the open 
golf championship and Neville 
Cardus summing up the English 
cricket scene are two of the 
editorial features in the July issue 
of World 


*~ * 
Annual subscription rate for 
Kin eekly will be 
raised to 65s. as from July 5. 
* * * 


You magazine for July caters 
specially for the holiday makers, 
with an extra ration of fiction 
and pictures and an article on 
“London's Sooo, Shouyines,” 

* 


lliffe’s Nursing Mirror is hold- 
ing a series of Festival tea parties 
for visiting nurses from overseas. 
The guests are presented with a 
greeting card, in which a message 
of welcome to this country faces 
a full-colour reproduction of the 
stained glass window in the 
Nurses War Memorial Chapel in 
Westminster rae. 

* 


Go's Guide to Paris, originally 

a supplement to the travel and 

leisure magazine Go, is to be 

issued as a booklet to sell at Is. 
* . * 


Advertisement rates for the 
Royal Gazette, Bermuda (daily 
and Sunday editions) will be in- 
creased to 7s. 6d. s.c.i. for 2 in.— 
500 in. for all U.K. advertisements 
as from July 1. These rates repre- 
sent about 20 per cent increase. 

* * * 

Some forty book publishers 
took space in the summer books 
number of the New Statesman 

ation. This is the first 
special literary number of this 
journal to be published at this 
season since the war. 

* * * 

A new promotion folder for 
Newnes’ Home Notes claims that 
last year 115 leading advertisers 
of food and household goods 
publicised their products in its 
pages. The rate is given at £120 
a page and the circulation as 
over 300,000. 

. . * 

The McEvoy Publishing Co., 
Ltd., of Dublin (Screen Weekly, 
Irish Home, Irish Industry, and 

Mirror) have appointed 
H. V. Gould, as their advertise- 
ment representatives in Great 
Britain. 


COMPANY MEETING 


ODHAMS PRESS, 


ADVERTISER'S WEEKLY 


LTD. 


Increased Trading Profit 
MR. A. €. DUNCAN ON THE OUTLOOK 


The thirty-first annual general 
meeting of Odhams Press, 
Limited, was held on June 21 in 
London. 

Mr. A. C. Duncan, F.C.A. (the 
chairman) in the course of his 
speech said: 

Our gross revenue as compared 
with that of the previous year has 
increased by £2,087,539, whereas 
production costs are up by 
£1,882,646, resulting in a trading 
profit of £2,409,186, an increase 
of £204,893 over that of the year 
1949, despite the considerable 
cost of a trade dispute in Septem- 
ber last. 

A considerable part of the cost 
of production has been due to the 
continuous rise in the cost of 
paper and other materials 
amounting to £1,294,961. Our 
wages bill also shows an increase 
of £317,649. 

To this trading profit there 
falls to be added our Income 
from Trade and other Invest- 
ments amounting to £19,482. 

This gives us a total of 
£2.428,668, from which has to be 
deducted provision for Deprecia- 
tion, Interest on Debenture Stock, 
Directors’ and Auditors’ Re- 
muneration and the contribution 
to the Employees’ Insurance and 
Endowment Fund. 

The net profit after Taxation of 
£1,062,347 compares. with 
£1,041,521 for the previous year 
—an improvement of £20,826. 

Turning to the Appropriation 
of Profits on the next page there 
has to be added to the Net Profit 
just mentioned the balance 


| brought forward from the pre- 


vious year, £250,390, together 
with certain income tax and other 
adjustments amounting to 
£29,616, giving a balance avail- 
able of £1,342,353. 

These profits have been dealt 
with by making the following ap- 
propriations: We have trans- 
ferred to General Reserve the 
sum of £112,000; to Development 
and Contingencies Reserve 
£155,000; and to Plant Renewals 
and Replacements £150,000, mak- 
ing a total of £417,000. 

The final Ordinary Dividend 
recommended of 15 per cent. 
making, with the interim dividend 
of 5 per cent already paid, 20 
per cent for the year takes 
£169,200, whilst the dividends 
payable to outside shareholders 
require £59,170. The total divi- 
dends for the year amount to 
£298,870. 

The Current Assets at 
£5,373,556 disclose a satisfactory 
liquid position and an increase of 
£421,911. 

The next page of our Report 
provides the Stockholders with a 
summary of the Company's mani- 
fold activities, from which the 
variety of our publications and 


other interests is recorded, rang- 
ing, as they do, over a wide field. 

Our Book Department con- 
tinues its policy of making avail- 
able to the public an ever- 
increasing range of first-class 
books at attractive prices. During 
the year we were entrusted with 
the printing and publishing of 
THE ROYAL FAMILY, a book 
prepared by gracious permission 
of His Majesty the King, in con- 
nection with which we had the 
honour of receiving Her Royal 
Highness _ the Duchess’ of 
Gloucester at our Watford works. 

The Borough Billposting Com- 
pany, as you know, is concerned 
with outdoor advertising and 
maintains its eminent place in 
that section of the industry. 

Two of our subsidiary publish- 
ing companies are interested in 
supplying the children’s market, 
and I am happy to report are in 
a prosperous condition. 

Another prosperous subsidiary 
company is responsible for the 
publishing of various trade 
journals serving many industries. 

During the year under review 
the circulations of our principal 
newspapers and periodicals have 
been substantially maintained; 
indeed, in some cases, have shewn 
gratifying increases, and, despite 
recent increases in selling prices 
forced upon all publishers by the 
continued rise in costs, our pub- 
lications are standing up well in 
the circumstances and their cir- 
culations remain satisfactory. 

As regards the outlook, whilst 
we can say that so far this year 
the trading results are satisfac- 
tory, it would not be wise to fore- 
shadow what the future may have 
in store. 

Many problems have become 
more acute since this new finan- 
cial year has started. To mention 
but one of them, we have had 
heavy additions to the cost of 
our paper supplies and other 
materials and, although the im- 
pact of these increased costs has 
recently been counteracted (in 
some cases by increased selling 
prices), other costs are mounting 
and a reliable forecast at this 
stage naturally cannot be made as 
to the duration, extent and degree 
of what may be regarded as part 
of a general inflationary trend. 

It is hardly necessary, however. 
to say that, in the interests of all 
those who have a stake in our 
companies, we shall continue to 
apply our best and sustained 
efforts to maintaining the pros- 
perity of this great undertaking. 

The directors would like to 
place on record once more their 
appreciation of the loyalty and 
good service rendered by the staff 
throughout the organisation. 

The report was adopted. 
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ADVERTISER'S WEEKLY 


Cover 
the Plumbing and 
Heating Trades 


with the foremost 
publication in this 
sphere 


“THE PLUMBER 
& JOURNAL OF HEATING” 


It will be a pleasure to supply. Specimens, 
rates and full details 
DALE REYNOLDS & CO.LTD. 


32 Finsbury Square, E.C.2 
MONarch 154! 


ANIL AOL. AONE 


THE WORLD'S GREATEST 
BOOKSHOP 


3 * FOR BOOK Ss, 


New, secondhand and rare 
Books on every subject 

Stock of over 3 million volumes 
Subscriptions taken for 

British and overseas magazines 

119-125 CHARING CROSS ROAD, W.C. 
Gerrard 5660 (16 lines) 
Open 9-6 (inc. Sats.) = 


> 0A 


=n ALL 


NO INCREASE 


in the advertising rate. Advertise- 
ments in the “Bolton Standard” 
are cheaper than pre-war. 


In spite of the terrific increase in 
costs, advertising rates remain the 
same, until further notice. 


Advertisers cannot fail to 
value for their money. 


get 


The Tried and tested medium. 
BOLTON STANDARD 


VICTORIA STREET, BOLTON Phone: 4742-3 


SILK spy ARTS | ie 
97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN & SHARP EXPRESS 5 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS 


SPEEDY SERVICE 


Consult 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164 5 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Ful! details from: 


CRANE-DEBENHAM LTD., 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


(642-1954 


FOR eee 
RTON 


10. 

§, SON & WATTS L 

ome $T.,LONDON, E.0.2 
os ithree 


mONarch 


HENDON ry 
| BILLPOSTING 


COMPANY 


PADD INGTOM OlRe 


37 SPRING STREET w.2. 


ayrory PE= 2(ot course 


Photographic Enlargements 
in all sizes up to 80 sq. ft. in one piece 
The Autotype Co. Ltd., Brownlow Rd 
London, W.13 EALing 269) -2-3 


| Barnes ‘Nominal capital: 


June 28, 1951 


Legal & Gazette 


NEW CONer APES 
Northern Ad dford’ 
Ltd,, Drewton yy 11 Manningham 
Lane, Bradford. Nominal capital: £3,000. 
Directors: Ww Tag and A. B. Wright. 
2Sa 


Ltd.. 
Boni Street, Knightsbridge. S.W.1 
take over business carried on at Knights- 
bridge by Cyril L. Horne and Noel S. 
£1,000. Direc- 
Horne, N. S. Barnes and 
Barnes 
Taylor (Brighton) Ltd., Sa New 
Brighton. Advertising agents, 
and poster writers and designers 
Nominal capital: £100. Director: B. E. 
Taylor 
Neviol t Ltd. To enter into 
an agreement with Neviol Holdings (Pty.) 
Ltd., for the purchase of Letters Patent, 
carry On business of manufacturers and 
repairers of and dealers in signs and dis- 
ays Nominal capital: sg 
scribers: W. Ritchie and L. W. 
Cricket Publications Ltd., 13 
Street, W.1 Nominal capital: 
Subscribers: A. H. Lowe and J. 
man Services 
Mews South, W.1 
tising specialists, publicity agents. 
nal capital: £1,000. Director: 
: wrence (Advi 
Ltd.. 28 New Bridge Street, 
Nominal capital: £600. Directors: 
Cowlishaw y and P. E. M. Lawrence 
wit . coal ee 


tors: C 
Vera E 


ondon, W.C.2) 


WILLS 
Abert GeorGce Sreece, of 27 Chandos 
Avenue, Whetstone. N., founder and 
late managing director, Steele's 
tising Service Ltd., left £26,676 3s 
gross, £26,536 16s. 10d. net value. (Duty 


} paid £4,012) 


Ernest Hear, of 22 Myerscough 
Avenue, St. Annes-on-Sea, Lancs., pro- 
prictor and managing director of the 
Rochdale Times Ltd., left £5,765 18s. 1d. 
gross, £4,133 Ss. 11d. net 

Freperick Epwarp (or FREDERICK) 
BRANDON, of 148 Western Road, Leigh-on- 
Sea, Essex, who was connected with the 


js 


(NEWS) 
OPSA DATA 


LEBANON 
Under the pressure of increased 
production costs, the following 
Lebanese publications announce 
rate increases which affect all 
new and renewal orders. 
LE COMMERCE 
* DU LEVANT 
LA REVUE DU LIBAN 
SAUT EL AHRAR 
TELEGRAPHE 
LE JOUR « L°ORIENT 
LE SOIR - ACTION 
AL AMAL - AL HAYAT 
AL SAYAD~ AL NAHAR 
BEIRUT - AL DIAR 


Details on request: 
All Particulars on Middle East Press fron. 
GEORGE YOUNG 
OVERSEAS PUBLICITY & SERVICE AGENCY I’? 
0. Fleet St.London.£.04 Cen. 549467870 


5S.AR 


advertisement department of the Daily 

Sketch and, later, the Daily Graphic for 
left £1,123 8s. 3d. gross, 
net. 


RICHARDSON, 17 
Dark Lane, Batley, Y 

director of the News Printing and Pub- 
lishing Co. Litd., Batley, a £4,869 Os. 3d. 
gross, £4,720 4s. 4d 

WILLIAM JOHN ——, Cotman, of 66 
Croft Road, Swindon, formerly for 46 
years editor of the North Wilts cose 
left. £2,565 Os. 4d. gross, £2,529 1 
net 


Gladwin 
orks., a 


Harry James JOHNSON, 


of 11 — 
Gardens, s 


Headingley, Leed 

founded the firm of Johnsons MR... 

(Leeds) Ltd.. left £33.636 2s. 3d. gross, 

£32,749 2s. 9d. net. (Duty paid £6,897) 
CHarRLes TOWNSHEND Henney, of 

Fernleigh, Post Office Lane, Cleeve Hill, 
ltenham, retired paper manufacturer, 


Winchcombe, 


a8 Mills, 
=? 18s. Id. gross, £22,343 19s. 3d. 


_— Hersert Lewer, of Longcroft. 
Priors Hill Road, Aldeburgh, Suffolk, for 
many years page with the Poultry 
Farmer and one time art we ¥ 
Cassells, left very 414 10s. 34, 
£23,329 14s. 9d. net (Duty paid £3, sD). 


CHANGE OF ADDRESS 

J Robson & Son Ltd., newspaper 
representatives, to 80 Fleet Street, E ‘ 
or +» to 20 Cursitor Sweet, 


& Co. Ltd, 
givertnes agency, to Princes Buildings, 
at 
Swears 


W.1. 


& Wells Li 
, to 374 Oxford’ Street, 
arrington Van. an-Posting -» tO 


Bush House, Aldwych, W.C.2. 
td., il 
Waterloo Place, London, S.W.1. 


» Ltd, to 11 
Waterloo Place, London, S.W.1. 


ODHAMS SALES 
MAINTAINED 


The principal newspapers and 
magazines of Odhams Press have 
“substantially maintained” their 
circulations during the year, Mr. 
A. C. Duncan, chairman, reported 
at the 31st annual meeting. 

In some cases, he said, they 
had shown gratifying increases. 

The Borough Billposting Com- 
pany had maintained its eminent 
place in the outdoor advertising 
industry; and another subsidiary, 
responsible for publishing trade 
journals serving many industries, 
was also prosperous. 

Net profit after taxation was 
£1,062,347, as compared with 
£1,041,521 for the previous year. 
A final ordinary dividend of 15 
per cent was recommended. A 5 
per cent interim dividend has 
already been paid. 


Amalgamated Press 
Pay 25% 

Amalgamated Press has 
declared a final dividend of 
20 per cent (less tax), which, with 
the interim dividend of 5 per 
cent, makes a total of 25 per cent 
for the year ended February 28, 
1951. Last year’s dividends 
amounted to 20 per cent. 

Group profit, after the payment 
of all charges, including taxation, 
was £2,066,438 (as compared 
with £1,987,130). 


C. R. Simnett, director, Bay- 
nard Press, will take the place of 
Charles Mansell at the official 
opening of the _ International 
Poster Exhibition in the Victoria 
Embankment Gardens on July 2. 
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Thrown Away-says BDA speaker 


“Display material sent out by 
most manufacturers of branded 
goods is, generally speaking, use- 
less. They design a unit and 
broadside it to their stockists. At 
least nine out of ten are thrown 
away, but no check is kept on 
the success or otherwise of these 
broadsides; and so they con- 
tinue.” 

This answer, given by L. J. 
Pryer, past chairman of the 
British Display Association, was 
one of many at a Brains Trust at 
a meeting of the Association's 
London Branch. 

Other members of the panel, 
under question master Donald 
McCullough, were L. W. R. Hill 
(Arding & Hobbs); W. F. Loudon 
(Swan & Edgar); H. C. Murrills 
(Peter Lord); and P. H. Whitney- 
Coates (I. & R. Morley). 

Bulk of the questions turned 
on the prickly subject of recruit- 
ment to the industry and educa- 
tion of recruits. Here are some 
of the points made: 

Top positions in the display 
field are well worth working for. 
There are jobs to be had even 
above the best in display, because 
a display-man is well versed in all 
aspects of merchandise, selling, 
and the policy of his firm. 

Executives are perturbed at the 
drift of personnel into display 
without proper training. Too 
many people who have dressed a 


Over 300 Overseas 
Printers Coming 


Bookings for the International 
Congress of Master Printers, to 
be held in London during the 
fourth week of July, now ap- 
proach 500. Of these more than 
300 are from countries overseas 
including Australia, Austria, 
Belgium, Canada, Cyprus, Den- 
mark, France, Holland, India, 
Italy, Norway, Sweden, Switzer- 
land. 

There will be a Government 
reception at Lancaster House, St. 
James’s, on Sunday afternoon, 
July 22. 

After three days’ business, Con- 
gress members will Participate in 
a variety of excursions and visits 
including trips to Hampton Court, 
Cambridge, and Tenterden. The 
latter town claims to be the birth 
place of Caxton and is —se . 
an exhibition of “Caxtoniana” 
celebration. 


B.D.M.A.A. Has A 


New Journal 
_ The British Direct Mail Adver- 
tising Association has produced 
a new magazine, Direct Advertis- 
ing, as its official journal in suc- 
cession to the Sorting Table. 

The new title has been chosen 
as being more closely associated 
with the organisation's interests. 

First issue of Direct Advertis- 
ing is a 32-page publication. 


SES eee ae 


window once or twice think they 
are display-men. The best way 
in is through an art school or 
technical college. 

The third-year examination of 
the B.D.A. should put more 
emphasis on practical work. This 
would not be wise for the first 
and second-year examinations. 

Continental displays, particu- 
larly those in Switzerland, tend 
to be better than those here 
because even those responsible 
for displays in small shops are 
often trained. The superiority 


often lies with the lighting. 


The Need For 


Showmanship 


The need for showmanship by 
both the film industry and the 
newspapers was stressed by Mr. 
Geoffrey Odhams, a director of 
Odhams Press, publishers of the 
Kinematograph Weekly, at a 
luncheon to announce the winner 
of the Kine Company of Show- 
men’s National Showmanship 
Trophy. 

“The film industry, in order to 
attract its patrons, needs to ad- 
vertise its product in every 
medium available,” he said. “In 
that respect, newspapers and film 
companies are partners. 

“But, I might also add, in these 
days when newspapers and 
periodicals are in close competi- 
tion with each other to increase 
and maintain their circulation, 
they also must be showmen in 
presenting their services to the 
public, whether those services be 
of national news importance, of 
interest to readers of women’s 
magazines, or, as in the case of 
the Kine, of a specialised nature 
in the service of a particular 
trade.” 


Display Pieces Are Godiva—On A 


. 
Bike 

Lady Godiva appeared on a 
white bicycle at the Festival of 
o— in Birmingham on Satur- 

lay. 

D. D. McLachlan, of Hercules 
Cycles, was determined that 
Coventry's Lady Godiva should 
not have it all her own way so he 
mechanised the idea and brought 
Godiva up to date to lead the 
pageant in the world’s biggest 
bicycle-production area. 

The Festival gained great pub- 
licity for cycling. This was 
achieved largely by the co- 
operation of three best-known 
advertising managers in the cycle 
industry, H. N. Brealey of 
B.S.A., S. C. Woods of Raleigh 
and D. D. McLachlan of 
Hercules. 

Publicity material was designed 
by the Co-operative Art Service 
Ltd. It included window bills 
and a 16-page programme in two 
colours, the cover of which re- 
peated the poster design. 

The Co-operative Art Service 
is a co-partnership productive 
society of artists and designers 
specialising in the production of 
publicity material for organisa- 
tions such as the cyclist clubs, 
friendly societies and various 
national organisations. 


National Sewing 


Contest 
; Winning and highly com- 
|mended garments from the 1951 
National Sewing Contest were 
modelled by Gaby Young’s man- 
nequins at a fashion parade at 
the May Fair Hotel. 

The national winners were 
brought to London for a three- 
day holiday (all expenses paid) 
and were each awarded a £50 cash 
prize and a certificate. 

Public relations advisers to the 
National Needle Arts Bureau are 
Voice & Vision Ltd. 


Latest Ad. Rate Increases 


Higher advertisement rates are 
announced by a number of pro- 
vincial journals. 

As from July 1 the Shrewsbury 
Chronicle series flat rate for one 
or more insertions will be 17s. 
s.c.i. (the previous rate was 15s.). 
The rate for the Shrewsbury 
Chronicle only will be 9s. s.c.i. 
(8s.) and for the Montgomery 
and Merioneth County Times 7s. 
(6s.). The Newport and Market 
Drayton Advertiser remains un- 
changed at 5s. The publishers’ 
announcement states that rising 
costs have necessitated these in- 
creases despite the fact that since 
the previous increases the selling 
price of each paper has been 
raised to 3d. It is claimed that 
the rates are still most moderate 
at 4id. per s.c.i. per thousand 
os 

With the first issue in July the 
Warrington Examiner will be pre- 
sented in modern folio form, with 


a minimum of 16 pages, overall 
size 12 in. x 18 in. Many new 
features will allow of a number 
of solus and semi-solus positions. 
The semi-solus front page rate 
will be 10s. s.c.i. (5s. 6d.) and 
ordinary positions, 1-5 insertions, 
6s. (4s. 6d.) 


In the Dudley Herald series, the 
new rate, as from July 1, will be 
22s. 6d. s.c.i. ordinary position for 
one insertion (20s.). 


The Isle of Man Examiner has 
cut out the 13 series rate (4s. 
s.c.i.) and limited series discounts 
to six insertions (5s. s.c.i.). In a 
letter to agents it is pointed out 
that the Examiner has not raised 
its rates since January 1946 
although four increases in wages 
have been absorbed in the mean- 
time, apart from a continuous rise 
in costs in every direction. Sales 
have increased by over 20 per 
cent during this period. 


ADVERTISER'S WEEKLY 


(continued from page iii of cover) 
BUSINESS OPPORTUNITIES 


A NEW METHOD for imparting 4 
superior finish to Showcards, Sales Lists. 
Catalogues, Drawings and other printed 

Morane Sealing Trans- 


ne 
a Road, Ashford, 


GAGAEINES. —Fovi Foyies arrange postal 
subscriptions for all British magazines 
and periodicals and almost ali —, 
and Continental Publications. W. & G. 

iL LTD. (Subscription Depart- 
a Charing Road. 


PHOTO-UNION LTD.. all photographic 
services and facilities, Studio House, 12 
Soho Square. 1 ERrar 

ADVERTISER wishes to purchase Adver- 
using ne iency as a soing concern. Good 

ered Reply in_ confidence 

275 Ad Weekly 180 Fleet St BC4 


ACCOMMODATION 


OFFICE ACCOMMODATION—T wo 
rooms approximately 190 ft. and 
96 sq. ft. to let in High Holborn by 
Advertising Agency. preference given 
> studio 


Cross 


y 

6 Ad. Weekly 180 Fleet St BC4 
Room 3 LET, as Studio or Office 

light, with every convenience, in good 

building just off nae Sweet, W.1 

Moderate incl. ren 

Box 257 Ad Weekly Ba" siget St BC4 
_or lostans WELbe: 

£ ROCOMEDD ATION: available 

in Holborn. Use of telephonist, short- 
hand typist and book-keeper, if re- 
quired Highest references oo and 
required, Write in first insta 
Box 243 Ad. Weekly 180 Fleet. St BC4 


SALES AND WANTS 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating Sa envelopes, etc. 


J.N.P. LTD. 
2 Middle St., 3 Mon 2402 


PRINTERS 


CAPACITY AVAILABLE on Rotary 
Magazine Press for weekly periodical, 
114 in, x 84 in. up to 80 pages. Lon- 
don House 
Box 244 Ad. Weekly 180 Fleet St BC4 

SPECD LISED PUBLISHERS can under- 
take Catalogue, Directory, etc., - 
pilation for Firms, Associations, etc., 
including Indexing and Advertising 
Space Sales 
Box 1609 Ad Weekly 180 Fleet St BC4 

MIDLAND PRINTERS invite inquiries 
from Publishers for printing monthly or 

uarterly rotary press. 
pees available 
213 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS FILLED 


ADVERTISER Box 9496, thanks 
“Dp licants for the position advertised 
vertiser’'s Weekly dated May 17, 
and announces that the post is now 
ed 
ADVERTISER'S WEEKLY 
advise applicants to 
mem of June 21 
Advertisement Representative has 
been appointed 
THE ADVERTISER Box 219. , thanks all all 
applicants to their “Is this you?’ adver. 
tisement_in Advertiser's Weekly June ef 
issue. The appointment is now filled 


SPECIAL ANNOUNCEMENTS 


See June 14 issue of Advertiser's 
Weekly pages 514-515 for the 
Advertising Services and 
Supplies Section. July 12 will 
be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


BRITISH EUROPEAN AIRWAYS 
have a vacancy for a 


PRESS OFFICER 


Qualifications must include: con- 
siderable practical experience 
inside a newspaper office; ex- 
perience of the Trade andlor 
Magazine Press, Broadcasting, 
Films and other media of public 
expression; keen interest in and 
knowledge of aircraft, air trans- 
port, the travel business, Euro- 
pean countries, and knowledge 
of one or more European lang- 
uages; ability to collect and 
express news and feature 
material; experience of flying 
and airline operation would also 
be valuable. Salary scale £700- 
£880 per annum. Applications to 


PERSONNEL MANAGER, B.E.A. 
KEYLINE HOUSE - RUISLIP - MIDDLESEX 


PRINTING: Vacancy for female assis- 
tant order clerk, preferably* with some 
experience, or would train. Typing 
ability an advantage. Write fully, age, 
ete, The Fanfare Press, Ltd., 101 St. 
Martin's Lane, W.C.2. 

PRODUCTION ASSISTANT, female, 
some knowledge of printing and pro- 
cess engraving useful; training given if 
necessary. Write age, experience, etc 
Publicity Arts Ltd., 101 St. Martin's 

ne, W.C.2. 

INTELLIGENT, well-educated young 
ladies required for West End Adver- 
using Consultants. Must be reasonably 
efficient shorthand typists, and willing 
to take part in the general work of 
the Company. Pleasant working condi- 
tions and good pay chances of 
pad promotion Must have Agency 

perience. Full details to 
Box 2 270 Ad. Weekly 180 Ficet St EC4 


RATES: thane Tell | VACANT, 3s. 6d. per lime, 35s. per display panel 
APPUINTME per line. 


NTS WANTED, 3s. 


. 358. per display panel inch. AE omer 
panel inch 


ering postage, etc. Series rates on application: 
seven insertions MUST BE PREPAID. Address: “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4, 


CHAncery 8844. 


APPOINTMENTS VACANT 


AMERICAN PUBLISHER of Dry 
Goods, Fashions, Housewares monthly 
business magazines requires services of 
experienced advertising representative 
for Great Britain and Northern Ireland. 
Commission. Write qualifications and 
experience to Leonard Spring, Ben 
Sackheim, Inc.. 2 West 59h Street, 
New York 19, N.Y. 

AN ENTIMATE Commercial Ant Studio 
in St. John’s Wood require a first class 
Artist with all round experience. 
Pleasant working conditions and a per- 
manent position is offered to a really 
first class man who is anxious to do top 
grade work under one of = leading 
commercial artists in the coum 
Box 263 Ad. Weekly 180 Fleet” St EC4 


GROUND- FLOOR 
OPPORTUNITY 


ad boggy ny Fe on the way 
oe LAYOUT a 
PRODUCTIO AN. 


He must 
have a good sense of design and 
typography and should know 
enough about production to steer 
his work through to the finished 
stages. The job offers a bright 
future to an ambitious and hard- 
working young man who can take 
advantage of a ground-floor oppor- 
tunity. Holidays this year by 
arrangement. Write giving details 
of sageases myn specimens) to 


Advertiser's Weekty, 18 180 Fleet St., E.C.4 


ASSISTANT PRINT BUYER required 
for large Agency. Must be fully ex- 
perienced and used to dealing with first 
class ga B Good wages No 
Saturdays 
Box 238) Ad. Weekly 180 Fleet St EC4 


to: 


ADVERTISEMENT 
COPYWRITER 


Required 


with several years experience of writing on 
national accounts. A considerable degree of 
versatility is sought and a progressive position 
is offered to a young man of good education 
and wide interesis. Applicants are requested 
to state age, education, experience and salary 


COPYWRITER ” 
A. N. HOLDEN & CO. LTD. 


94 MOUNT STREET, 


LONDON, W.1 


| GENERAL 
| 
ARTIST 
Capable man wanted im- 
mediately with flare for 
| engineering drawing. 
Ability to use airbrush an 


advantage. 5-day week, 
holiday this year. Write 


BATESON & STOTT 
45/46 St. Paul’s Churchyard, 
E.C.4. CENtral 2664. 


| or phone 
| 


| SPACE SALESMAN required for old 
| established technical journal. This 


an excellent unity with 
—— of yer experi- 
man. pd £520 per annum, 


| is. ‘ting "ful seta a wage. 
Ee a es 
ies 


PRODUCTION AND TRAFFIC, Robert 


. .Temple 
Temple Avenue, London, 


| setting, block, —_— . ae and pro- 

| gressing. Ener. mory. spirit and 
tone essential. Normal holiday allowed 
Apply in writing, 3 Wyndham Place, 
__Bryanston Square. W.1. PAD 1056. 

| A VACANCY occurs for an agency- 

j trained executive to co-ordinate the 

work in the Advertising De- 


in copy and layout, and to place 

guide modern artwork, typography and 
Photography. Experience of medical 

advertising is very desirabic. 

begins at £850 per annum; incentive 

schemes and Superannuation Benefits 
added on confirmation of appointment. 
Write, enclosing a few examples of 
typical work, with details of career, age 
and qualifications, to the Senior Per- 
sonnel Officer, Monae Laboratories Ltd., 
_ Greenford. Middlese 

PRINTERS REPRESENTATIVE ‘Fe 
quired—capable of getting business for 

_ size a. progressive letter- 


Plant. Wri 
Box 239 Ad. Weekly 180 Flees St BC4 


EXPERIENCED 
SECRETARY 


required by Manager of Books Division 
of famous London Publishing House: 
first-class opportunity for efficient 
woman who can take responsibility. 
Shorthand, typewriting essential. Send 
full particulars to 
Box 258 
Advertiser's Weekly, 180 Fleet St., E.C.4 


BBC invites applications from men for 
i of Assistant Senior Artist (Scenic), 
ign and Supply ey omy Tele- 
vision Service, Alexand: Appili- 
cants should be fully quelled” and ex- 
perienced Scenic Artists with consider- 
able practical 


staff 
£13 15s. Od. for 44 hour 
Applications to Anpoinaneats Officer. 
Broadcasting House, London. 
Marked “Assistant Senior Artist A. w 
within a week For Fa Foe 
Diease enclose stamped addressed 
envelope. 


A VACANCY will occur in the advertis- 
ii Offic 


j ings and advertising agents. 
| tions, giving full 
experience and sa 

required, should be submitted by July 


6. ress W. Z 
Box 174 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


June 28, 


CLASSIFIED ADVERTISEMENTS | 


1951 


CHIEF 
DESIGNER 


required to control staff 


of d ig sand dr igh 
men by a company near 
Bristol, | manufacturing 


Automatic Wrapping and 
Packaging Machinery. The 
essential qualifications are 
good education, work- 
shop training and ex- 
perience in a 
capacity. The position is 
permanent and carries 
Superannuation and life 
assurance and the Com- 
pany is prepared to pay an 
attractive salary. Replies 
must state briefly age 
education, experience, 
salary required and where 
at present employed. 
Applications which do not 
give these particulars will 
not be considered. The 
company’s present staff 
are aware of this vacancy 
and replies will be treated 
in confidence. 


similar 


Box 245 
Advertiser's Weekly, 180 Fleet St., E.C4 


THE PRINTING, Packaging and Allied 
Trades Research Association is to 
appoint an Officer whose duties = 


oral, or visual) 
and helpful to them 
of not less than £800 per annum will 
be paid. The post requires the literary 
and technical competence to write or 
edit and see through the Press techni- 
cal publications and to write articles 
for the technical Press 
search results, with the public 
tions flair for arranging cxhibitions. 
interviewing and gencrally 


Patra House, Randalls ‘Rod. 
Leatherhead Surrey. 

FIRST CLASS RECEPTIONISTS and 

shorthand typist clerks wanted immedi- 


ately. Excellent prospects of early pro- 
LOZ) Age about 21 Preferably 
ris with some Agency experience 


ive full details of education, etc., and 
write or phone P. O'Connor & Co 
Ltd. 96 Mount wl GRO 
2865 


Street, 


OMETER OPERATORS required 
for temporary work—West End, City 
and London Suburbs. Travelling allow. 
| and permanent vacan- 
experienced operators 


Chadwell 
i Seven Kings 9933 


PRODUCTION ASSISTANT for West 
End Agency. Knowledge of blocks, 
printing and layout desirable. 5 day 
Holiday this year. Superannua- 

Write, oe age, experience and 
salary required to 

Box 240 Ad. Weckly 180 Fleet St EC4 
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June 28, 1951 


APPOINTMENTS VACANT 


WE NEED a capable young conyueties 


practical interest in people and selling, 
for work on National, Mail Order and 
Retail Accounts. 


Advertising 
__ House, Fleet e 
THE CROOKES LABORATORIES Lt LIME 
TED — applications for 
Copywrit Requirements ite. } 
ability to > wre, proof-read and handie 
generally ~ fl ae and medical 
and to 
~! into tine “organisation of an enthusi- 
astic The 


pDrogressis ¢ and superan- 
Applications, which will be 
med on July 10, id state age, 
experience, qualifications and salary 
required, and may be addressed in 
strict confidence to RHHS.4, The 
Crookes Laboratories Limited, 104-112 
Marylebone Lane, London. W. 
SENIOR SHORTHAND TYPIST re re- 
wired by Manager in Advertising 
partmen: of leading Publishing 
Ouse Previous experience a grcat 
advantage. Good a and salary. 
Reply eat full details 
Box 267 Ad. Weekly 180 ‘Fleet St BC4 


DISPLAYMEN WANTED 


Must be top grade men. Good 
letterer essential. Permanent 
job. Pleasant conditions. 
CLEMENTS BROS. (Displays) LTD 
Kidderminster Worcs. 


Rd., Bromsgrove, 


TECHNICAL WRITER required by 
engineering organisation to compile 
service manuals dealing mainly with 
electrical and mechanical aircraft 
Sound technical back- 

essential. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACA 


Experienced Artists who have an 
appreciation of both team-work and 
a congenial atmosphere are invited 
to apply for the undermentioned 
i in an ding Studio. 
Ss Still-lifellayout Artist. 


Also, SECRETARY, shorthand not 
essential, capable of handling all 
routine work, including accounts in 
small office. Write or ‘phone for 
appointment. 


TEMPLE STUDIOS LTD., 
301-307 Temple Avenue, E.C.4 
CEN 3452. 


THE  DECCA D ANY 
wes 1-3 Brixton Road, London, 
S.W.9, require a young — 3 with an 
interest in music, and a 5 
writing style, for their publicity 
partment. Apply in writing to above 
address. 


REPRESENTATIVE 


catalogues, 
Maximum support.’ Write 
experience and previous 
Press (Advertising) 
Lid., 47 West Strect, Harrow. 


RETOUCHING ARTIST required » 
Advertising 


required for first 


small central 
Unlimited scope for the right man. Muse 
have sound knowledge o' 
engraving. Apply with full details. ‘a 


to Employment 
sscy ompany Limited, 
Lane, Ilford, Essex. _ 7 
ADVERTISEMENT REPRESENTA- 
TIVE about 25 for Provincial Evening 
newspaper, Eastern England. Proved 
selling experience x... “layout Wie 


> —- anes details and cnlery 
to 
Box 237 Ad. Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE required for 
London Agency with provincial and 


Wonderful 
for experienced man who is handl 
worth while business. Write in 


required for Director 

Advertising Agency. 

September. Applicants must have 
Agency experience, be interested 

in Advertising and able to work on 

own — Write, stating age, ex- 

perience salary required to 

Box 247 Ad Weekly 180 Fleet St BC4 


Old-established and growing 
Agency in Norwich requires two 
key men: 


PRODUCTION 


A first-class production man to 
take charge of important group 
of clients. Knowledge of Agri- 
cultural and technical advertising 
an advantage. Plenty of scope for 
progress. 


ACCOUNTS 


A good accountant to control 
department. Experience in 
advertising NOT essential. 

Write in strict confidence, giving details 
of age, experience, held, 
present salary, etc., to 


DON A. TIBBENHAM 
clo Tibbenham Publicity Ltd., 
244 High Holborn, London, W.C.! 


and ary required, to 
Box 265 Ad. Weekly, 180 Fleet St EC4 


VACANCY FOR 


MEDIA 
EXECUTIVE 


to assist in the reorganisa- 
tien of fast-expanding 
business. 

The appointment would 
be appropriate to an 
ambitious and progressive 
man able to measure up 
in experience, knowledge 
and initiative to the high 
standards set by the 
company for its Executive 
Personnel. 

Please give the fullest 
possible details which will 
be treated as completely 
confidential. Address 
your application to : 


Chairman of the Board 


SELLS 

LIMITED 
Brettenham House, 
Lancaster Place, 
London, W.C.2 


JUNIOR ASSISTA required for 
Voucher checking , of Ad- 
vertising Agency Write Reynells, 44 
Chancery Lane, W.C.2. 

Cory CLERK 
Trainee consider 
Department of 


264 Ac. Weekly 180 Fleet St EC4 


——— either scx. 
Advertisement 
group «of 


’Phone your Classifieds 


VOUCHER/CHECKING CLERK ano 

assistant with voles soeece 
required by well End 
Advertising a Phone * the 
1872 


first_instance R 
ADVERTISEMENT MANAGER wanted 

for Weekly Series a 
esort. Good 


age, terms. 
_ Box 2A Ad Weekly 180 Fleet St BC4 


PRATT 
(Adv Hg my 
_Mane he 


talent in selling oad advertising. He 
should be a fluent t and it 
would be helpful it he could peoduce 

— or and copy 
262 Ad. Weekly Tho Fleet St BC4 


TYPOGRAPHER 


Young man, about 25 years of 
age, with at least 5 years 
Agency experience, He must 
have a thorough knowledge of 
Typography, and all reproduc- 
tion processes. He will be 
required to organise the typo- 
graphy and adaptation layouts 
of complete schemes for 
National Press and Magazines. 
Please write to 


Box 268 
Advertiser's Weekly, 180 Fleet St., E.C4 


ARTIST: Commercial Studio 
approximately £1,000 p.a. 

Holidays by ee Write fully. 

Stating age, experience 

Box 260 Ad. Weekly iso. Fieet St BC4 


SUPERVISOR OF BRANCHES 
at BUXTON, MACCLESFIELD, LEIGH, 
ATHERTON, TYLDESLEY 
(Working from Head Office.) 

To instruct and contro! Poster Fixers, 
Keep Plan Books, Canvass Local Work, 
etc. Driver or willing to learn. 

POSTER SERVICES 
Bootle Street, 


SHORTHAND /TYPISI wanted for Pub- 
Good salary. 5-day 
lunch facilities. Albright 

i 49 Park Lane, Wit. _ 

TYPIST /TELEPHONIST required for 
well known —— Agency. Short- 
hand not essenual. Phone for appo at- 

WHitehall 5411. 

BO YOU CALL on print isers? Several 
well-established representitives wanted. 
Commission basis. Excelent litho and 
letterpress service offered. R. Flatteau, 
ee 1S Greek Street, W.1. 

31 


knowledge of blocks and type and be 
oom, ,of aandiing high class a 
staung age, experience and salary 


Box 2 261 Ad. Weekly 180 Pieet St BC4 
LETTERING ARTIST, cither sex, a 
sbowcard experience, inter 


tu uy 


MANAGER wanted for weckly news- 
paper and jobbing business in seaside 
town. yo for keen man with 
ability. cnperignce. 

Box 273 Ad. Weekly 180 Fleet St 


APPOINTMENTS WANTED 


YOUNG MAN — 26 — Oxford honours 
English i writer. Reliable 


References, cutt! etc. 
Box 274 Ad. Weekly 180 Fleet St BCS 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


SHORTHAND.TYPISTS. 
taries, Clerks, 3 
need of staff, 
Excel House, Whitcombe Street, W. 
(WHlitehal <> We specialise 
efficient personne! 

COPY-DESIGN-CREATIVE co 
1 feel certain that 

0 wil 


Private Secre- 
= you are in urgent 


. Dost 

eoqount executive or copywriter, Please 
te 

_Box 241 Ad. Weekly 180 Fleet St BC4 


EXECUTIVE seeks post with 
handling own 

ubl 22 years’ ee and ad- 
ministrative experic itho and 
letterpress printing, including i years 
with well-known London Advertising 


Agents. 
Box 242 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


Young man. 36, experience print, 

ad.crusing, publishing, scliing, desires 

change to outdoor job allowing resi- 

dence on South Coast preferably. 
All replies acknowledged. 


Box 269 
Advertiser's Weekly, 180 Fleet St., E.C.4 
EXPERIENCED LETTERING ART! 
—layout, co} and general 
sign—secks cl 
_Box 250 Ad. Weekly | 180 1 ine * 


Used to working closely with Al 
Director. No layouts. 
Box 252 Ad. Weekly ‘180 NE St 


PRESS & PUBLIC RELATIO 
VICE. Experienced Joursalist.. 
echnical 


= . class 
Ad. "Weekly 180 Fleet Ss EG 


ADVERTISING MANAGER 
(M.LAPMLA.) 

of very large organisation with 

extensive world wide sales, seeks « 

similar appointment in or near London 

or the South. 


Be: 259 
| Advertiser's Weekiy, 180 Fest St., C4 


YOUNG MAN, 24, five years’ experi 
sae Cy publicity, = and production 
oO 


NEW ZEALANDER (22). 34 years c Somact fe 
writer Se and some 
a 2, «ne Salary secondary 
o 


Opportun: 
Box 271 Ad. Weekly 180 Picet St BC4 


one LANCE SERVICES 


graphy poster and display design. 
x 249 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


to imroduce art- 
interested 


confidence 
Ad Weekly 180 Fleet ‘St BCA 
(Continued on page 611) 


to CHA 8844 (Ex 23) 
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Tuurspay, June 28, 1951 
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55/- (overseas) 


An ADVERTISING CAMPAIGN in “New Commonwealth” offers 


an opportunity of special significance to British Industry to-day. 


It enables progressive firms to establish their names and 


services in the minds of key buyers in every community under the 


British flag. It achieves results with a minimum of correspondence, 


delay and expense. 


There is nothing accidental about this. ‘New Commonwealth” 


is dedicated to the task of developing our most friendly and most 


stable market in the world’s largest trading area. 


The development of this market has always been important for 


our country and in the years ahead our lives may depend upon 


the progress we make. In the meantime the establishment of 


goodwill in this area is obviously a first-class in- 


vestment for British firms prepared to take the long 


view. Advertisement rates on request. 


Published by Tothill Press Limited 
LONDON : 33 TOTHILL STREET, WESTMINSTER, S.W.1 
Telephone: Whitehall 9233 (12 lines) Telegrams : Comwealth, Parl, London 


Mancuester : Century House, St. Peter’s Sq. Grascow : 87 Union St. 
Leeps : 70 Albion St. BirmincHaM : go Hagley Rd., Edgbaston 
NEWCASTLE-ON-TYNE : 21 Mosley St. 
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STOP PRESS 


NEWSPRINT: 5% 
CUT RESTORED 


Newsprint Rationing Commit- 
tee has decided it is no longer 
necessary to continue temporary 
five per cent cut announced on 
February 5. Cut = be restored 
as from July 1. . P. Bishop, 
MP., }.. oo, chairman, 
states: “Supply — still 
difficult but stocks ha 
to rise slowly. It is “oped they 
will be built up less 
dangerous level by a of year.” 


HIGHEST MARKS 


The two candidates with 
highest marks in division D of 
final section of Advertising As- 
sociation Diploma examination 
are John tlenry Dresler of 
Ilford, assistant ad. manager 
Burroughs Adding Machines and 
Roy Desmond bandy of Coi- 
chester, publicity officer Col- 
chester & kasi Essex Co- 
operative Society. hey have 
been awarded prizes of 25 
guineas and free registration for 
the International Advertising 
Conference. 


NEW CAMPAIGN 


For B, B. Chemical Co., Ltd., 
makers of industrial adhesives. 
in trade journals to cover Motor 
Show, Shoe and Leather Fair, 
and Society British Aircraft 
Constructors Show. gents: 
T. B. Browne Ltd. 


Parliamentary reply stated 
production of printing and writ- 
img papers (other tnan news- 
print) now about 99 per cent of 
pre-war level. More paper sup- 
plied to book publishers this 
year than during corresponding 
period 1950. 


New associate, Orion Publici- 
dade Ltd., appointed to handle 
Colman, Prentis & Varley Inc. 
advertising accounts in Brazil. 
Arrangements made to open 
new offices in Rio de Janeiro 
and San Paulo. 


Kemsley newspapers taking 
over ex-L.C.C, Ramillies Rest- 
aurant, Oxford Street, for dura- 
tion of Festival to house their 
“*Daily Graphic’ Fifty Years of 
News Pictures” exhibition. 


Fred Smyth, superintendent 
Monotype Corporation, retired 
after 45 years’ service. 


INESS PUBLICATIONS, Ltd., at their office at 180, “Fleet Street, London, E. C4 ithane : : Chancery 8844) 
Published by the BUSI 


A i | Gels enigma Sal] (B* <* ee a! Oe beh me? te ead = # = RM a ta i a as 0) oe 
. ADVERTISER'S WEEKLY : — — - | 
a * 9 
Advertiser's 
; @ REGISTERED Weekly ir = 
; AT G.P.O. AS A 
NEWSPAPER 
EE 
3 Yen deen | 
| ea | 
: te Xe ate 
an eo ks oor 
a UP eae Tae 
., / ~~ -| {| iti yam y | 
4 A ea bresene 1 dee 
eo, J ae p 2 ) a cm | | 9, — | | ae 
e Ab | AU 
e- "4 {u- > ee Hi Ss -~) ‘ {| s Si i —— Ww 
. if “ie yt fh 2 
| Sod he World’s largest trading area = 
PS 
= ee 
Ee SS 
| a 
| 
| a 
SS 
| a 
SS 
| Commonwealth a = 
“ aI “Ga 1 , ‘ 
‘he | 
«dB 
b _ 
b ea Es 
Z rr 


